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Glossary 

A 

Actual product — A product's parts, quality 
level, features, design, brand name, packaging 
and other attributes that combine to deliver core 
product benefits. 


A 

Aj^A^aJl ^jljijl Ajlxus^g ^)3jJ ^jil (j^ajL^xaJl ^ja lA jjc. j 4 mill j 

.■7-"""'' 


Adapted marketing mix — An international 
marketing strategy for adjusting the marketing- 
mix elements to each international target 
market, bearing more costs but hoping for a 
larger market share and return. 


^ajjjauJl £U^aJ| ^A^alic. hu^-ij (JJ^*J ^?3 r»JJ 4jAjlfi. ^JJjj-uj AjAJjljlull 


Administered VMS — A vertical marketing 
system that coordinates successive stages of 
production and distribution, not through common 
ownership or contractual ties, but through the 
size and power of one of the parties. 


iJ^L^ QM (_)Jij] JCJ \jl\\j irUij^U 4_i]UiLgH ij^l )-a]l Jjl-uiiij ,ajij <— ujl ) (J^J) > HJ -' jaj 


Adoption process — The mental process 
through which an individual passes from first 
hearing about an innovation to final adoption. 




Adoption — The decision by an individual to 
become a regular user of the product. 


(JUlu-VI) tjiiiil 
.4j yjl^jll jLaiuaVI 


Advertising objective — A specific 
communication task to be accomplished with a 
specific target audience during a specific period 
of time. 


t S^^a -ft A-iia j 


Advertising specialities — Useful articles 
imprinted with an advertiser's name, given as 
gifts to consumers. 


<LaliJi Aa^teVi uilluaVI 
.Oj ip 1 ^^-^ r"-^J A\la-a\l ^-tr>" pjujI l.g. ?lr- c. j j U A a-lii* ^-ilu^l 


Advertising — Any paid form of non-personal 
presentation and promotion of ideas, goods or 
services by an identified sponsor. 




Affordable method — Setting the promotion 
budget at the level management thinks the 
company can afford. 


J g l^->.'i'ijj 1 g tit-- 
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Agent — A wholesaler who represents buyers or 
sellers on a relatively permanent basis, performs 
only a few functions, and does not take title to 
goods. 




Allowance — (1) Reduction in price on damaged 
goods. (2) Promotional money paid by 
manufacturers to retailers in return for an 
agreement to feature the manufacturer's product 
in some way. 


(CljbUll ) JiljaJI 
5ill2ll *luA\ js-uj j-i j u °^ -\ 


Alternative evaluation — The stage of the 
buyer decision process in which the consumer 
uses information to evaluate alternative brands 
in the choice set. 




Annual plan — A short-term plan that describes 
the company's current situation, its objectives, 
the strategy, action programme and budgets for 
the year ahead, and controls. 


j l^il^Al j <£jjaii] (^JLajl AjJajil t a > aj (_5AaJI a jj > ^fl ■* laa a 




Approach — The step in the selling process in 
which the salesperson meets and greets the 
buyer to get the relationship off to a good start. 


tjjiaVl 

.4_u*a. 4j|jj 1 afrJL? 4JCUJI «.Ai] 


Assessment of overseas markets — Through: 
GDP, pest analysis, travel, 
government/IMF/World Bank statistics, UN 
reports etc. 


j CjLjjLj-JI j Pest '"' ■",;,' J jU* j i (GDP) J^Li. o-° pj j'"^ f^H 


Aspirational group — A group to which an 
individual wishes to belong. 


.lg-La **3^ (jj-^i (j' Aj*^ ^ i aJJ ^^Jj! at " J"? " 


Atmospheres — Designed environments that 
create or reinforce the buyer's leanings towards 
consumption of a product. 




Attitude — A person's consistently favourable or 
unfavourable evaluations, feelings and 
tendencies towards an object or idea. 


La o^)£a jl La fg-ki dL^J 6^-aluiAJl 


Augmented product — Additional consumer 
services and benefits built around the core and 
actual products. 


.2Ljl*illj 


Available market — The set of consumers who 
have interest, income and access to a particular 
product or service. 


^Jl (Jjj-tfajjl Ajjl£-al j ; ij^^il jl <JC-^)]| i^J^J O -4 * ^jjM^JjoiaJI <C-j-ai-a 

J g ll»J 4-aik jl ^cji* 
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B 

B2B (business-to-business) e-commerce — 

Using B2B trading networks, auction sites, spot 
exchanges, online product catalogues, barter 
sites and other online resources to reach new 
customers, serve current customers more 
effectively and obtaining buying efficiencies and 
better prices. 


B 

JjLjj]I jjSL-olj ObjioJl £_alj-«j CiijjiVI jjc jLaJill • " il Sj ■" -1 vt".-l 

j A it. oil r lj All j j U Ir-. Jj . ^.^llj & ilt.i j *<1 ~jj . ^, j,,tl ^11 


B2C (business-to-consumer) e-commerce — 

The online selling of goods and services to final 
consumers. 




Balance sheet — A financial statement that 
shows assets, liabilities and net worth of a 
company at a given time. 


J Lo A^^yj^ 4_iaU^a]| 4-ajajl j dlU]jjjaj-ojlj (Jjj-^aVI ft*iajj JL* tjLiJ 


Basing-point pricing — A geographic pricing 
strategy in which the seller designates some city 
as a basing point and charges all customers the 
freight cost from that city to the customer 
location, regardless of the city from which the 
goods are actually shipped. 


(JjjLu.^1 Alaij tc If LL jjjcuuJI 

jjj. .n| A UK I* 4 *<<A* 1 j <4 «M ill A.V\i4 lilji-^ ji. .nl d i-v i';lj",„l 

• ij JI 4jjAaJI lillj (^-a ^)a uill <al£j s^/LmJI * '"^ (JAa^JJ j»ji)J 

_jL«J Lg-La alIuiJI (jauui j»J JijI <JJiaJI (Jjc. Jajll (_K"J (_>mJI 


Behavioural segmentation — Dividing a 
market into groups based on consumer 
knowledge, attitude, use or response to a 
product. 




Belief — A descriptive thought that a person 
holds about something. 




Benchmarking — The process of comparing the 
company's products and processes to those of 
competitors or leading firms in other industries 
to find ways to improve quality and performance. 


S^jI^jI CjI£jjoijI jl ^jjjaialiAjl *-« I^jLac-1 j <£jjoijI cAaH* 4jjlL<i <jl«c. 


Benefit segmentation — Dividing the market 
into groups according to the different benefits 
that consumers seek from the product. 




Brand equity — The value of a brand, based on 
the extent to which it has high brand loyalty, 
name awareness, perceived quality, strong brand 
associations, and other assets such as patents, 
trademarks and channel relationships. 


5jjLaail i*5Ull A^uS 

4£ji«Jl ijjaJI j 1^-ojjV (ffCjJI j LjJ ajaJJI pVjJI (jlc «.Uj <-o!5UJI <-oja 

CjLcI^)J (JLo (Jjj^aVI Q-a L* JJC. J <Xi!il»JI £-0 <Jj£ll CjLLIjjjVI j 

,CjljJa]l CjLo^ilc j ojjaa]! <jjLaJi]| CjLo^iUI j . pljlkVI 


Brand extension — Using a successful brand 
name to launch a new or modified product in a 
new category. 
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Brand image — The set of beliefs that 
consumers hold about a particular brand. 


AjjlaaM 4*3*11 <A*1\ ijj^all 


Brand — A name, term, sign, symbol or design, 
or a combination of these, intended to identify 
the goods or services of one seller or group of 
sellers and to differentiate them from those of 
competitors. 


^jjjuialJAjl ^jc- aA jn^'il t£l]jj Cj3*^~? Ar ~ J"? a jl £-^ <U^al_ij| 


Brand sub-sets— 

- Evoked set: brands a consumer is willing to 
consider further. 

- Inert set: brands evaluated neither positively 
nor negatively. 

- Inept set: brands rejected because of negative 
feeling or experience. 


V j i ll..,11 ! V t\l !^ I^LOI f 1^ A ijl^ d -M<". -51 -till Sc.j-^ -11 


Branding — A set of characteristics, techniques, 
or methods employed by an organisation to 
differentiate its products/services from 
competitors. 


1 J a|.\41>h| ~*'l "ill l 111! L.yNfl jl L~\\ 1*18*11) j jj^' L.-rf»4.l| jj-A ir.jAN A 

^j w.^1 i.«l) Qr- l^*i\ a.\4 j 1 f*"! -n.Vi.a ji^'il 4 .aIVi.aU J iS ^j.a 


Advantages to customers are: consistent quality, 
reduces buyer's level of perceived risk, and 
offers a range of functional and emotional 
attributes of value to customer. 




Branding options — 

- Develop a strong brand such as Nike. 

- Differentiated brands for different market 
segments: e.g. BMW owns Skoda. 

- Brand families: such as Nestle. 

- Brand extension: such as Mars company adding 
an ice cream product. 


^jlaull J^uaTJ) CjIjUa 
Nike *. u^* "S)j^ *S) j^-?^ <^^l& ^jj^^Jaj 

ojLiwj ; ijuLo <. 4_j3jjuj Cjlc-UaS aJlxj As^jaia AjjLsj Clinic. 

^cjIq <aLijalj Mars ^j^ p\& u^-*; ^^uW*-"' 4-o>Uj1 ajj^jj 


Break-even pricing (target profit pricing) — 

Setting price to break even on the costs of 
making and marketing a product; or setting price 
to make a target profit. 


_lJA^Jjola ^a-k-u /fi-ic- Ic-UJ JAjm\ XjJsj jl 


Broker — A wholesaler who does not take title 
to goods and whose function is to bring buyers 
and sellers together and assist in negotiation. 
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Budget planning methods— 

- Top down planning: higher management sets 
goals for lower management. 

- Bottom up planning: employees set goals and 
submit to higher management. 

- Goals down- plans up planning: mixture of the 
above methods. Top management set overall 
goals while employees formulate plans. 


,Uull SjIj5U 
.LUI Sjl:DU 


Business analysis — A review of the sales, 
costs and profit projections for a new product to 
find out whether these factors satisfy the 
company's objectives. 


AjiaJl gjjuaj] f-l-JjVI i— aJlSaJlj Clila-U^dl ClilajjJ 4jua.lj-a 


Business buying process — The decision- 
making process by which business buyers 
establish the need for purchased products and 
services, and identify, evaluate and choose 
among alternative brands and suppliers. 


diLaJJloi] .-^"'^^ a AjjLaJijI (JIac-VI jjlui.^ j^)1j '"\;"* J^^)^ ^ u^-i 4jUr. 


Business market — All the organisations that 
buy goods and services to use in the production 
of other products and services, or for the 
purpose of reselling or renting them to others at 
a profit. 


.ttJ^nJI (JjILo JJ»iJ IAjj^Aj 


Business portfolio — The collection of 
businesses and products that make up the 
company. 


Ajjlaol! JUcVI UJlauL. (AJaia^) 


Business promotion — Sales promotion 
designed to generate business leads, stimulate 
purchase, reward business customers and 
motivate the salesforce. 


"Ajl'l j d ijl-v'll Jl .nr.NM ;J^-j' tj'J^*' i»-«>^»-«'l i.*ll«» iml| -.i«.^°i 
■ '"^'* ,'.'" CS-^^J^ 1 J.^"" J ^^J-^J' s^/LaC alalia J sl^Ji]! 


Buyer — The person who makes an actual 
purchase. 




Buyer-readiness stages — The stages that 
consumers normally pass through on their way 
to purchase, including awareness, knowledge, 
liking, preference, conviction and purchase. 


,ij.*,H j oi-.-s^i j \,,^-;li j ■ iU^.vi j2«j. A\ j <-.jli 


Buying centre — All the individuals and units 
that participate in the business buying-decision 
process. 


Ji.lA d^^l jlja AjLic ^ <£jLLall CjIa^jII j AljiVl a^?. 
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Buying process — comprises the following 
phases: 

- Problem (need) recognition. 

- Search for info. 

- Evaluation of alternatives. 

- Purchase decision. 

- Post- purchase evaluation. 


,fi»uii) iusjua tdijjj -l 

.(Jjl-^jll aJJSJ -3 

,*ljill jlj5-4 


Buzz marketing — Cultivating opinion leaders 
and getting them to spread information about a 
product or service to others in their 
communities. 




By-product pricing — Setting a price for by- 
products in order to make the main product's 
price more competitive. 




By-products — Items produced as a result of 
the main factory process, such as waste and 
reject items. 


L*°|1 ilA.^11 J i<4i iiu'i j\1 » it 1.V1II i"il il^r. j «i <v*ijtll l ill i^Nfl 


c 

C2B (consumer-to-business) e-commerce — 

Online exchanges in which consumers search out 
sellers, learn about their offers, and initiate 
purchases, sometimes even driving transaction 
terms. 


c 

LjLlaJ '"'1 _;'*-" lilli Jajjji «j^ajj 


C2C (consumer-to-consumer) e-commerce 

— Online exchanges of goods and information 
between final consumers. 


■ U-'J S jjjSi^Lui-all (j^ CjLojlx-aJl j jtluiil '"'' j2j jtl (JjJ )la (jc (J 11 l2Jl 4_ilac 


Capital items — Industrial goods that partly 
enter the finished product, including installations 
and accessory equipment. 


tdli ^i Uj ^jLjjII jcHall ^i ^j j^. l£Aj Jiuj ^1 2 «-.i;, ~\\ .LJl 


Captive-product pricing — Setting a price for 
products that must be used along with a main 
product, such as blades for a razor and film for a 
camera. 




Cash cows — Low-growth, high-share 
businesses or products; established and 
successful units that generate cash that the 
company uses to pay its bills and support other 
business units that need investment. 


JUli SjA»Jl ^JjLaail JUeVlj ijUjIaJI 

jl 2 ,11.11 2 .^-vllj j-^a-i', „ll j „',ll ,"il\ i'iI -vV,„ll jl 2 ,jl-v"ll J „<-.y\ 


Cash discount — A price reduction to buyers 
who pay their bills promptly. 





UUx 



Korsat.net 



Ul^o 



UUx 



Korsat.net 



UU* 



Cash refund offers (rebates) — Offers to 
refund part of the purchase price of a product to 
consumers who send a 'proof of purchase' to the 
manufacturer. 


Ajtli axil 4-fraJI ^Jl el^j^JI 


Catalogue marketing — Direct marketing 
through print, video or electronic catalogues that 
are mailed to select customers, made available in 
stores or presented online. 


jl __)^lio]| ^J »j2jlo]l tdli jl (JjjUa "II c.^-aa<Jl Jl A)_)J| J1C <Lu^o]l 


Category killers — A modern 'breed' of 
exceptionally aggressive 'off-price' retailers that 
offer branded merchandise in clearly defined 
product categories at heavily discounted prices. 








Causal research — Marketing research to test 
hypotheses about cause-and-effect relationships. 


(^jfcll) ^JUjcVI tjSj^-uJl £iaJl 


Channel conflict — Disagreement among 
marketing channel members on goals and roles - 
who should do what and for what rewards. 


l iljl_A VI (Jj-^. Ajijj) LUjll i'iI j Vail * 1 . ^-.i-- 1 (jj_j (jjljjll - i <-■ 4_JLa. 


Channel level — A layer of intermediaries that 
performs some work in bringing the product and 
its ownership closer to the final buyer. 

Conventional Channels of distribution — 

- Administered vertical marketing system: large 
producer exercises pressure on sale outlets. 

- Contractual vertical marketing system: i.e. 
franchise. 

- corporate vertical marketing system: large 
corporate buying another e.g. Pepsi bought Pizza 
Hut. 




AjJuliLUI JJJjUl Ci\j& 
; iJULo t 1 fr31u*j (_£j_j£ <£j_*^ c-lj-ii ;Cjl£j_*iij ^^-j^l^pl Jjjj-juujI aUaJ - 
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Characteristics of services' marketing — 

- Intangible: services are not tangible products. 

- Inseparable: services are produced at the same 
time as they are delivered. 

- Perishable: unused capacity cannot be stored 
for future use. 

- variable: services involve people, and people 
have different attitudes. 


A l |] f, a\ A j II". 1 ** \\ ^ 1 1 A \ i ** \\ flK " A l ,\ « a\ A JJC- — 

1 a 1 1 s^ J , '> S A 1 j A \ a~'\ . a a \_1C- *LjtJ ■ " - / JJ ; ■* 'ill A \\\ a s it". _ 

M.o",„„ -1 iil,„Ml 

l£j-^ (Wala mi 1 j\ i /^La m V 1 J A Ui'ij* diLa.1^. ;ojj*ILa - 


Click-and-mortar companies — Traditional 
brick-and-mortar companies that have added e- 
marketing to their operations. 


LJJjjJVI JJfr J-^^2J J (JJ-^W **-»-i^Jl tlltSjASl 


Click-only companies — The so-called dotcoms 
which operate only online without any brick-and- 
mortar market presence. 


diJjljVI (_5-ic (J-axJ (j-a-a (j»J^ dlj-ill ^ ^3.. (j ,' c^^ dllSvjJl 
_(_3jjji1Lj IgJ ■ ■ ul S * j (_5-jLi-a -\j^j OJ-4 -^^ 


Closed-end questions — Questions that include 
all the possible answers and allow subjects to 
make choices among them. 


jLilkl a 3 J 1& r- jJaJ ^j-a] ^LJJ j ^ j£ " all 4_j_a^VI * J-n> ^^-ic- (J-alwJ 4ilwl 

.4-J»VI .ia.1 


Closing — The step in the selling process in 
which the salesperson asks the customer for an 
order. 


J ■ ilia jaJ^JJ iJjlAaJI (JljjoLj AjUjI fjSJ W^J &&T ^.J' 1 ^" Cy***a ejlai. 


Co-brand — The practice of using the 
established brand names of two different 
companies on the same product. 


^SjlJuil Ajjlaail 4^5UJl 


Cognitive dissonance — Buyer discomfort 
caused by postpurchase conflict. 


Aju A_j ^)-aJ (_£-ljl p 1 j i ail ' ■ 1 ■■■; t_gj'i uLall (_^-i-l ^"LjJjVl ja^-*J jj* >Vill 


Collective buying — An increasing number of 
customers agree to buy as prices are lowered to 
the final bargain price. 


j» Mill (—11 aj jU > .i V 1 ^jj S3 1 a a '""■ plj ull f. }<-■ -jj qq^^U p^L.ajt]! j^£.l >^lj2 


Commercialisation — Introducing a new 
product into the market. 


(jjjoul ^i AJ^ ^i* fjia 


Communication adaptation — A global 
communication strategy of fully adapting 
advertising messages to local markets. 


AjjUjJI CiLiilcVI (4-aJl>a) 1 ';;<" 

4 la -.iiji ^ ;i-^ ail jIj_ujV' A— a aLjll i ° jajall ]c -j fl3 A_j]jJ (J' i a2l 4 ;-^ jjl j3 ul 
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Communication model — Basically a 
promotional strategy. Usually abbreviated as 
(AIDA) i.e. Attention, Interest, Desire, and 
Action. 




Comparison advertising (knocking copy) — 

Advertising that compares one brand directly or 
indirectly to one or more other brands. 


(4JJi.ll 4iwui!ll ) <jjli»ll U^W 

CjLo!>Ic j\ 4_o!>lc *— a A jj1-t">U CjLo!)\jt]! <_£Aj^l 4jjli-o ^ 1& (»J-^ lS~^ O^^VI 


Competitions, sweepstakes, lotteries and 
games — Promotions that offer customers the 
chance to win something - cash, goods or trips - 
by luck or extra effort. 


i_iUJVI J V,.'"* 1 * 1 ,,'^ J '.'•*■ i ait jjlj* J CjLLiLuuiJI 

jl •' nil jl ^jOill 1 jj«» *■ i-"* J* J\\^" in^ll *»l"tl 4 I^Jj J)* (J^J J«^ 

^a SI ^j '—■• 1 (J^JJ jl iaa.ll ^jja (j£ dj^L^^JI 


Competitive advantage — An advantage over 
competitors provided to consumers, examples 
include: reduced prices, improved quality, 
enhanced features, better delivery terms and 
time, customer service, free technical advice, 
better trained staff, advanced product return 
policy, branding etc. 


4j mil ull S Jja!I 

4_>iAi. a L [J i '■*•** (Jj-i^a oj j-o J 9 Ja o \_ii * : * a ' 9 ' Sj vjt-all Ajl aSA\ a i Sjj La *'' 

j ( 1 j-^ t ij l^J ' ! i^-o afll la u3j_j j ( ■* JJIa a ■* jjfl ycjl i aj - j 1 fl2 j t e^— «*j' 

_?cl! # __ jjxajll j ( BiaJaxll djLaJii&H p-L^ il 4 > ul j > u 


Competitive strategies — Strategies that 
strongly position the company against 
competitors and that give the company the 
strongest possible strategic advantage. 


4^uiLul| CittaJljWtfl 

jjij (_£j3l l^JUacI j jj>i^l \*\\ [G h aal <j^ iljjau j <£ j^ill jS a2 CjLi^jjI \lujl 


Competitive-parity method — Setting the 
promotion budget to match competitors' outlays. 


^jjuiaLL&Jl <*_jJaj Lo JjjUaJJ £4j^>^ "S^^^ 1 ^-^J 


Competitor analysis — The process of 
identifying key competitors; assessing their 
objectives, strategies, strengths and 
weaknesses, and reaction patterns; and selecting 
which competitors to attack or avoid. 




Competitor-centred company — A company 
whose moves are mainly based on competitors' 
actions and reactions; it spends most of its time 
tracking competitors' moves and market shares 
and trying to find strategies to counter them. 




. iS^iS ?• J A ^^ 


Competitor intelligence — Information 
gathered that informs on what the competition is 
doing or is about to do. 




Complex buying behaviour — Consumer 
buying behaviour in situations characterised by 
high consumer involvement in a purchase and 
significant perceived differences among brands. 
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Concentrated marketing — A market-coverage 
strategy in which a firm goes after a large share 
of one or a few submarkets. 




Concept testing — Testing new-product 
concepts with a group of target consumers to 
find out whether the concepts have strong 
consumer appeal. 


^oAIIaII jLuil 


^Uj-;.,,.,!! iv. ^ji J,v, I jl q\£ U \\\ ^j.,,,1 jiii$"i v ,,.ill 


Confused positioning — A positioning error 
that leaves consumers with a confused image of 
the company, its product or a brand. 


4)j_»ll (Jitatfl) jSj-SlI 

j\ I ^"il-^^'i^ j\ <S jjiil 4-outJl a jjj l^U ^jlj^j-uij A ac- gySJJ )$> ><ujI 4 jUr- ^_a 1 u-^. 


Consumer buying behaviour — The buying 
behaviour of final consumers - individuals and 
households who buy goods and services for 
personal consumption. 




Consumer goods — four types: 

- Convenience: e.g. tea, sugar, milk etc. 

- Shopping: clothes, shoes etc. 

- Speciality: Speedboats etc. 
-Unsought: roof, bathroom fittings etc. 


: ^'jj' ^*jjI ls*j 

_4i^Lkj <c_}xjl <_jjljS; ■* ;■ aj o^jJl _ 


Consumer market — All the individuals and 
households who buy or acquire goods and 
services for personal consumption. 




Consumer product — A product bought by final 
consumers for personal consumption. 




Consumer promotion — Sales promotion 
designed to stimulate consumer purchasing, 
including samples, coupons, rebates, prices-off, 
premiums, patronage rewards, displays, and 
contests and sweepstakes. 




Consumer-oriented marketing — A principle 
of enlightened marketing which holds that a 
company should view and organise its marketing 
activities from the consumers' point of view. 




Consumer relationship-building promotions 

— Sales promotions that promote the product's 
positioning and include a selling message along 
with the deal. 




Consumerism — An organised movement of 
citizens and government agencies to improve the 
rights and power of buyers in relation to sellers. 
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Continuity — Scheduling ads evenly within a 
given period. 




Contract manufacturing — A joint venture in 
which a company contracts with manufacturers 
in a foreign market to produce the product. 




Contractual VMS — A vertical marketing 
system in which independent firms at different 
levels of production and distribution join together 
through contracts to obtain more economies or 
sales impact than they could achieve alone. 


4ol"A. * i"\\ ij'i,.,^ lr. j A l«'.„« i"\\<,j~, A A »j'a1 ,„lj jij,.," J IVi 


1 *,> j,<l (J<.*.i i"il- ii-*ll jl i"il \"A . —"SNfl Iff. j,",t"ll lr-. Jj, — ^ 11 


Convenience product — A consumer product 
that the customer usually buys frequently, 
immediately, and with a minimum of comparison 
and buying effort. 




Conventional distribution channel — A 

channel consisting of one or more independent 
producers, wholesalers and retailers, each a 
separate business seeking to maximise its own 
profits, even at the expense of profits for the 
system as a whole. 




.(JSS 3 -k'i-11 t-IjjI t_iLoi^ 


Copy testing — Measuring the communication 
effect of an advertisement before or after it is 
printed or broadcast. 


e jjJiiaJl CjUilcVI jlj2il 


Core product — The problem-solving services 
or core benefits that consumers are really buying 
when they obtain a product. 


-j aj j- "'11 4_jjA jaJI l_j| jjd] jl (JS1 ii«ll Jj la - a aj ^ j]| tliLaA-aJI 


Core strategy — The identification of a group of 
customers for whom the firm has a differential 
advantage, and then positioning itself in that 
market. 


j A qj"i-s ^ 0^4-i a g J 1 ' *lS j_Jcii ^jj-Sj ^JJAJI ^JjSlgJ I ""'1 ^4 ^ C J "7* a AjA^j 


Corporate brand licensing — A form of 
licensing whereby a firm rents a corporate 
trademark or logo made famous in one product 
or service category and uses it in a related 
category. 


<t£jjil3 AjjtajJl 4_aib<JI .1 s4'i,„Sf ^j^aoiljoil *tia 
jl 4_jjl_aJj]l 4_*!^jtJl jl a jj i -1 j A^^jojijl ajaj dua (j^aj^JjjJl p l_jjl ^j* p_j3 
Olj <i9 {yu^a A J ^"u J j C_iLo.lij1 CllUa jl Ol aaXttil i^l jl§_JiV jlauudll 


Corporate branding strategy — A brand 
strategy whereby the firm makes its company 
name the dominant brand identity across all of 
its products. 


Ai^ili AjjUj^I A\«5Uil (^jjSj Ajajjljluij 

j 1 j a \.\ x l^sjJ A uujijaII A l3 »j_ o* 4 ijLaJi 4 a^lc <> '■* "I Jj" • "1 
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Corporate VMS — A vertical marketing system 
that combines successive stages of production 
and distribution under single ownership - 
channel leadership is established through 
common ownership. 




Corporate website — A site set up by a 
company on the Web, which carries information 
and other features designed to answer customer 
questions, build customer relationships and 
generate excitement about the company, rather 
than to sell the company's products or services 
directly. The site handles interactive 
communication initiated by the consumer. 




Cost-plus pricing — Adding a standard mark- 
up to the cost of the product. 




Countertrade — International trade involving 
the direct or indirect exchange of goods for other 
goods instead of cash. Forms include barter 
compensation (buyback) and counterpurchase. 




Coupons — Certificates that give buyers a 
saving when they purchase a product. 




Culture — The set of basic values, perceptions, 
wants and behaviours learned by a member of 
society from family and other important 
institutions. 




Cultural environment — Institutions and other 
forces that affect society's basic values, 
perceptions, preferences and behaviours. 


2 a\V\\\ 2 \ ,,tt 


Current marketing situation — The section of 
a marketing plan that describes the target 
market and the company's position in it. 


5jfcljll ^Jj^uull ^twaji 


Customer-centred company — A company 
that focuses on customer developments in 
designing its marketing strategies and on 
delivering superior value to its target customers. 


f 5Udi 44^>»J1 <S>ill 
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Customer database — An organised collection 
of comprehensive data about individual 
customers or prospects, including geographic, 
demographic, psychographic and buying 
behaviour data. 


fiUxil CiULu oJ*li 

AjAjJjjLj ulilj 4_jal jc- j^jj]| j 4_j2lji_aJI CjLojLlxJI tdjj ^ LaJ Ajajj^ll 


Customer delivered value — The difference 
between total customer value and total customer 
cost of a marketing offer - 'profit' to the 
customer. 


S,j ...til jUj.U « 5.K1I .jilU" — H UK', j,, j 2 .Kll .^U^-; — U 2 „,« j,, JjjSH 


Customerisation — Leaving it to the individual 
customers to design the marketing offering - 
allowing customers to be prosumers rather than 
only consumers. 


Ja&2 /jjM^I...* ^ja Vaj ^jjSjjawi l_ajj£j] a^J 


Customer lifetime value — The amount by 
which revenues from a given customer over time 
will exceed the company's costs of attracting, 
selling and servicing that customer. 


cjjJl£j]l i^y^ jj^y^ jj^-J-J c5^'j u^-axil Cy* **.."? *" CjI^jIxJI jl^i-o 




Customer sales force structure — A sales 
force organisation under which salespeople 
specialise in selling only to certain customers or 
industries. 


fiUxH joxSl j jl J%A 


.Jaia CjIc.1u.-iH jl *Xa*JI 


Customer satisfaction — The extent to which a 
product's perceived performance matches a 
buyer's expectations. If the product's 
performance falls short of expectations, the 
buyer is dissatisfied. If performance matches or 
exceeds expectations, the buyer is satisfied or 
delighted. 


JjLaxIt Luaj 

(jl£ lili ( (_Jj1ula1I dlLxllaJ *-a juial] liljiaJI c-bVI jj.'^ ^" (_J-l-a 

jl IfrSjUaj S.L7I (jl£ Lai t f u>ilj Jj-aaJI (jfL) J Lg_i_oJl shVI 

(JAaaJI L_iaj (j'°^' .iis l& jjLaJJ 


Customer value analysis — Analysis conducted 
to determine what benefits target customers 
value and how they rate the relative value of 
various competitors' offers. 


J^ LfA Jal\ JjLLIII 
j < , M *,\\ a «iS i 11,11,,' "i\l \ tljJll 2 .*,)/> i i v»1t ^j ^ . J il-wl 


Customer value delivery system — The 

system made up of the value chains of the 
company and its suppliers, distributors and 
ultimately customers, who work together to 
deliver value to customers. 


Jj^xl] «Laai]| joSjj aUaJ 

1_£JC. jj-a j ( l—^J^jj-a j 4^^j_*l]| p jjj (J_w)JXo) 4— aj3 ^j— a ^jj S a -' laj 

. p^^-axi] <* ajflil jjSjJJ Ajjjuj tfljjjl ij£ c>a*J '"\.'^ /ji<U~i.„^u ^j| VjJ^aj 


Customer value — The consumer's assessment 
of the product's overall capacity to satisfy his or 
her needs. 


«Laji]| i J£. JiaxJl Jj'^-«- 


Cycle — The medium-term wavelike movement 
of sales resulting from changes in general 
economic and competitive activity. 


(ClU nail) SjjJ 

^-3 Cjl^j-jijjl ^j-C. £CJ_JJ CjL*JXal] ^^all SjJ i aa j (J£-xi]l 4_j^j^aJ A-£^)^ 
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D 

Decider — The person who ultimately makes a 
buying decision or any part of it - whether to 
buy, what to buy, how to buy, or where to buy. 


D 


Deciders — People in the organisation's buying 
centre who have formal or informal powers to 
select or approve the final suppliers. 




Decision-and-reward systems — Formal and 
informal operating procedures that guide 
planning, budgeting, compensation and other 
activities. 


Sialic j j Ji}\ f&l 


Decision-making unit (DMU) — All the 

individuals who participate in, and influence, the 
consumer buying-decision process. 




Decline stage — The product life-cycle stage at 
which a product's sales decline. 




Deficient products — Products that have 
neither immediate appeal nor long-term benefits. 


(_£JLaIl Alijl* Si\jLi laAJ V J l£JJ^ UJ- 1 ^ IfrlmJJ djl^lLo 


Demands — Human wants that are backed by 
buying power i.e. the ability to pay. 


.pl uill if- S i^flJl (_£l t 4_ijI ui ej3 lAAJLuij 4_iJL_dJI Cjuc- i 


Demarketing — Marketing to reduce demand 
temporarily or permanently - the aim is not to 
destroy demand, but only to reduce or shift it. 




Demographic segmentation — Dividing the 
market into groups based on demographic 
variables such as age, sex, family size, family life 
cycle, income, occupation, education, religion, 
race and nationality. 


j * j-aaJI iJJLo 4_i3l jc- j>ijJiII (Jill j-iiiall If- IpLli '">' f- j?-" - ^- a <c-j1 jj-uill a j i aflj 
<jjJulj i *.iW*ill j t 4a tUjU j t tJ^JlJIj t Aijutjl uiC j t <IjIj<J| p?-"*- j ( (jaJfrJI 


Demography — The study of human 
populations in terms of size, density, location, 
age, sex, race, occupation and other statistics. 


j * j-ajtil j I *_Sj>ul j I 4 Al'iSlljj t a "^ -*■ II UJA jj-o 4_lJl£_i_dll '"'' » aaJul 4_i_ul jJl 


Department store — A retail organisation that 
carries a wide variety of product lines - typically 
clothing, home furnishings and household goods; 
each line is operated as a separate department 
managed by specialist buyers or merchandisers. 


»JJxUt |kluiVI jj JJJ^I J^laJI 
t <jl^iaJI « 'mil j t J^iaJI diuljl j (_jjiJ^L4jl£ dlLaJlLall p l_jj| (^a 
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Derived demand — Business demand that 
ultimately comes (derives) from the demand for 
consumer goods. 


• Lull Ir. i ilKll jj« j«\l i il »'i . 4 jj'i't ^ }■"*■* ' , '** 


Descriptive research — Marketing research to 
better describe marketing problems, situations or 
markets, such as the market potential for a 
product or the demographics and attitudes of 
consumers. 




Desirable products — Products that give both 
high immediate satisfaction and high long-run 
benefits. 


■UjjJa <JUJl Jjljill jijJj I Jjj^jl J <_£ JJ^' pliuVI j3jJ Cjlaaia 

J*Vl 


Differentiated marketing — A market- 
coverage strategy in which a firm decides to 
target several market segments and designs 
separate offers for each. 


^j.xi 4 alaa a pl_)_^l <£^j_ij!i]I 1 ° ^"' ■■■"' ^jlj ^-jJaali AjSjjuj 4_ilaij Aj^jjI^jjjujI 


Direct investment — Entering a foreign market 
by developing foreign-based assembly or 
manufacturing facilities. 


j-uiIjaSI jl ft ill nVl 


_Lgaa ^oijj 


Direct marketing — Direct communications 
with carefully targeted individual customers to 
obtain an immediate response. 


j^iL-Lill (jjjj-alll 


,<jjja <* jl a 3 1 al 


Direct-mail marketing — Direct marketing 
through single mailings that include letters, ads, 
samples, fold-outs and other 'salespeople on 
wings' sent to prospects on mailing lists. 


(-Jul ^^jliJI a^I (JjLoij qa bk jjc- j ClLjjJaxIlj CjLiaJI j ClillOleVlj 
.Aj-Ij^jJI ajIjSJI ^-ic- ^JJ^J-IaJI ^Jjla3a ail e^-AAiJ cJj-u^jj 


Direct-marketing channel — A marketing 
channel that has no intermediary levels. 


s^uUaII (jjjj-uSlI till jja 


Direct-response television marketing 
(DRTV) — The marketing of products or services 
via television commercials and programmes 
which involve a responsive element, typically the 
use of a freephone number that allows 
consumers to phone for more information or to 
place an order for the goods advertised. 


4_ljjjjilill jt-aljJI j dlLj!/lc.VI J-JC dlLo-lkjl j\ lllLa-lLall JJj^oajij 
~$j 1 g li ^.Vi* l .. i 1 ^ S.M«l 'ill j t i ijl-v'i ji^.V. Ir. ^jjjKV; 'ill 

[j- ^ > >j-» '<-. (Jj i^-v'l Jl >^»*YI f M ^»U »i'i> 'il -v ^i i Vil * 

1» ilKI jl 1 f V. jjU^ll « Lull jjr. i"il *jW*tl 


Discount store — A retail institution that sells 
standard merchandise at lower prices by 
accepting lower margins and selling at higher 
volume. 


]1 ^ l nl < 4 u nl sail . Kiill i in - «Q*< 4_J \AmUI ) * nU 4_1 )Li-J A ■■'■■' ax 

n )"^ '"il i-»^ ■ ii ■ «^1i»wij jT^lj^ i cli'Cs/l ji.^i%« 
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Discount — A straight reduction in price on 
purchases during a stated period of time. 




Disintermediation — The elimination of a layer 
of intermediaries from a marketing channel or 
the displacement of traditional resellers by 
radically new types of intermediaries. 


A-iJI o-ilcl (_Jj3 jLxjI j\ AjSjjjjijII 'iUall (j^i f.\ lajjjll (j-o <LajJg ' aw 


Dissonance-reducing buying behaviour — 

Consumer buying behaviour in situations 
characterised by high involvement but few 
perceived differences among brands. 




Distribution centre — A large, highly 
automated warehouse designed to receive goods 
from various plants and suppliers, take orders, 
fill them efficiently, and deliver goods to 
customers as quickly as possible. 


i ■ " •■*»■'" (-ILw t j-a *J-mu] Juiu -"V am ' a * j t tliVVl tj-* »p JAjlj ^J_j- A _J~^ j-^"* 


Dogs — Low-growth, low-share businesses and 
products that may generate enough cash to 
maintain themselves, but do not promise to be 
large sources of cash. 


.iJIaJI jjSjj] (_^^)j£j| j^U-a-4jl .1^.1 Jjj^J l1)W ,>*"*f* 


Durable product — A consumer product that is 
usually used over an extended period of time 
and that normally survives many uses. 


^j £aJ j <Jjjla <-iixij e^Ja (_^Xa (^-ic- S-lLc- aUaJJ mJ 4_£!^£j_ja)l dll allx 

( Cj1^a S-iC L^al ^V'w J 


Dutch auction — Prices start high and are 
lowered successively until someone buys. 




Dynamic pricing — Charging different prices 
depending on individual customers and 
situations. 


ft-la* ^Ic- 4jLa. (J£ j cO^jiaJ (JJ-gC- ij£ (^s-^- IjUlwil ■* alia ^ jla-ioil xjJsj 


E 

E-business or electronic business — The use 

of electronic platforms - intranets, extranets and 
the Internet - to conduct a company's business. 


E 

4a-a]laJl ClujaJVI i"iKn'i J'i.a 4njj'i<\ilYI J'lUujll ( -*hVnul 


Economic environment — Factors that affect 
consumer buying power and spending patterns. 


-LL^I j "*Nj" "-N 4ailj_Li]l ojjjll ^gJc jjj_j ^gJl J_Jj«Jl 


Electronic commerce — A general term for a 
buying and selling process that is supported by 
electronic means. 


4JJJJ&JVI 
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Electronic Data Interchange (EDI) — 

Custom-built systems that link the computer 
systems of major buyers to their suppliers to 
enable them to coordinate their activities more 
closely. 




Electronic marketing — The marketing side of 
e-commerce - company efforts to communicate 
about, promote and sell products and services 
over the Internet. 




Embargo — A ban on the import of a certain 
product. 




Emotional appeals — Message appeals that 
attempt to stir up negative or positive emotions 
that will motivate purchase; examples are fear, 
guilt, shame, love, humour, pride and joy 
appeals. 




Emotional selling proposition (ESP) — A 

non-functional attribute that has unique 
associations for consumers. 


Sjt. m"i. nnW *J-l]| (jiajjft 


Engel's laws — Differences noted over a 
century ago by Ernst Engel in how people shift 
their spending across food, housing, 
transportation, health care, and other goods and 
services categories as family income rises. 


j t <Ua i ail 4jIc.^)J| j tuj^U^alj-ajl j ; ^j^juwJIj t at * Jail ^-ic jj^ aa II 


English auction — Price is raised successively 
until only one bidder remains. 


^JjlaJVI Jl>il 


Enlightened marketing — A marketing 
philosophy holding that a company's marketing 
should support the best long-run performance of 
the marketing system; its five principles are 
consumer-oriented marketing, innovative 
marketing, value marketing, sense-of-mission 
marketing and societal marketing. 




Environmental management perspective — 

A management perspective in which the firm 
takes aggressive actions to affect the publics and 
forces in its marketing environment rather than 
simply watching it and reacting to it. 


AjJjjII SjUVI jjlala 


Environmental sustainability — A third 
environmentalism wave in which companies seek 
to produce profits for the company while 
sustaining the environment. 
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Environmentalism — An organised movement 
of concerned citizens and government agencies 
to protect and improve people's living 
environment. 


j 4jl a a 3 4 rfi'ifl nW 4 .La ftSa il e^_a. 2s 1 j OJ J L>* Uj£^ A eual* <£^)^ 


Ethnic segmentation — Offering products or 
marketing approaches that recognise the special 
strengths or needs of an ethnic community. 


j sjjul JaLaJ j-lij ^^-JjI A^ajj nnll J uqjV 1 JjLuij j CLiLaJlLall (=J-^ 


Events — Occurrences staged to communicate 
messages to target audiences; examples are 
news conferences and grand openings. 


-L 5jj£ll ^l2iVI Cj!>lia. j t AjjLtkVI Cjlj-aJjJI ; illaVI 


Exchange controls — Government limits on the 
amount of its country's foreign exchange with 
other countries and on its exchange rate against 
other currencies. 


JjUill 4jUfr Jajlj^a 
^ So j (_Jj-kVI j^ i Lll A-a ,-JJa,VI JjUjII jl-iLo ^^Jc «LLaj£a Jjja 


Exchange — The act of obtaining a desired 
object from someone by offering something in 
retu rn . 




Exclusive distribution — Giving a limited 
number of dealers the exclusive right to 
distribute the company's products in their 
territories. 


AAjuaL^a , * j a l ^ ^ sS mil 


Experience curve (learning curve) — The 

drop in the average per-unit production cost that 
comes with accumulated production experience. 


Aj^UjVI SjJaJI j»SIjj iaJJJ eia.jl3 a-^llt-all rtjjYI 4il£j <_!£ 


Experimental research — The gathering of 
primary data by selecting matched groups of 
subjects, giving them different treatments, 
controlling related factors and checking for 
differences in group responses. 




Exploratory research — Marketing research to 
gather preliminary information that will help to 
better define problems and suggest hypotheses. 


1 1.W1 4 »j ,.," "ill 4 iljNfl i"il /ijl»/ill i ^-».l i i.\j \ aij,„" t - <-«. i 


Export department — A form of international 
marketing organisation that comprises a sales 
manager and a few assistants whose job is to 
organise the shipping out of the company's 
goods to foreign markets. 


Jit j dllatj^a JJ-i-o tj-a (jj^-" ^rj-^' ^^Jj-" 1 ^' CLlLaiaiall (^o (J£ji 
ll 4<j ,"ll «l in jj-^ ," ^i IVi'i jjj^ll-. i>.i jji^r.l iii^ll Q ^ (J il5 


External audit — A detailed examination of the 
markets, competition, business and economic 
environment in which the organisation operates. 


4 i.\l i^'SNfl j 4 ijl-^'ill 4 'mil j jjnnil 'i/ill j jjlj,„^l lu^ii" jj--.^ 
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Externalities — Activities or facilities that are 
external to an organisation but affect its 
performance. 


•* • -J 


F 

Factory outlet — Off-price retailing operation 
that is owned and operated by a manufacturer 
and that normally carries the manufacturer's 
surplus, discontinued or irregular goods. 


F 

(C jlaj j Ajtlt axil Cjlg_aJI (_£-l^l gjjAj j ^Ijaj (jJaii-a <j j^j a_ij £-9j-a 
AjjUJIjJC. jl 4iajla]| jl <j^ajli]| »AkJI ^jjc. SjLc 


Fads — Fashions that enter quickly, are adopted 
with great zeal, peak early and decline very fast. 


p bJVI CjLc j^a 


Family life-cycle — The stages through which 
families might pass as they mature over time. 


AAibd\ jaC 

■ iT J' *** ^J^^yi] Jj-aJ ( _ ? 1^ dj^Ulxjl lg-J ajj ( _ s lll J^l^ajl 


Fashion — A current accepted or popular style 
in a given field. 


(AJa>»2l ) jJUill jljiall 

t.*iNfl^^l| j.« Jl -v * 3 «M .* jl Jji'a^ ji'nW (1 ijliii| \ j'j^ 1 


Financial intermediaries — Banks, credit 
companies, insurance companies and other 
businesses that help finance transactions or 
insure against the risks associated with the 
buying and selling of goods. 


j--a 1 A jjc. j ja«L_j]I djl£j_uj j t (jl «jjVI dil£j_uj j t tjlj ijil 

i . ;-. jl * . ^.11 jl i'iM J -"11 J .j/s" 5 \<-.L," "11 a ,jl^"\l Jl /m-.N/I 

xJjjJI xjj j el^iij *> iaij vail jUlA, A\ 


First-price sealed-bid pricing — Potential 
buyers submit sealed bids, and the item is 
awarded to the buyer who offers the best price. 


jL..,VI J.^il »jS J«ijl (CJj'&aW If- I infill 


Five 'rights' of distribution — 

- Right product. 

- At the right time. 

- At the right place. 

- At the right quantity. 

- For the right price. 


1 hiil \*,\\ jySxall 

t < piml Lall ' " ifljil 

a i l J j j\ll 4 ' aS 11 - 
# < LujLLall jt mil- 
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Fixed costs — Costs that do not vary with 
production or sales level. 


<0,U]| LiASSJl 

i nil jl ^-IViNfl ^j'n.,,1 If-. r lj.„ i *\"^~ y "11 I oilK'll 


FOB-origin pricing — A geographic pricing 
strategy in which goods are placed free on board 
a carrier; the customer pays the freight from the 
factory to the destination. 


■ f 'l i «ajll ^j^ uJJ l$J3j A jfll^taJl (Jjlallail ^j^L^I ^ic jj*a«j 4jAJjljlml 
^la. * '•" a*a\ {ja ^j^ uil 4-aJS (JjlAXjl *i.lJ J t ^jiwijl ^)$ia C5^ uLa-o 


Focus group — A small sample of typical 
consumers under the direction of a group leader 
who elicits their reaction to a stimulus such as an 
ad or product concept. 


ajkj ^jli Oaj ^j^JjfL} ^jjj^j^uil ^jjM^Jjoi-oJl iJa a JJ» > ^i 4JJC. 


Follow-up — The last step in the selling 
process, in which the salesperson follows up 
after the sale to ensure customer satisfaction 
and repeat business. 


£y "■ '^1 A^l ^*j AjuUgJLj ajUjI f»J^J '"""* £-^ 4jur. <^i ^ikVl ft^JaaJl 
.Ajl-o (_£ jLaJJJl t>aljtj]l jl^)£j] j (JjlAaJI IjJaj 


Forecasting — The art of estimating future 
demand by anticipating what buyers are likely to 
do under a given set of conditions. 


4 f "-J"^ rt ^-3 ^jJ^JJ-wwJl cJIaSI £-3jJ (JJ^jla ^jc ^-LajjuiAjl ' . djail ^JJ-iSJ ^ja 


Fragmented industry — An industry 
characterised by many opportunities to create 
competitive advantages, but each advantage is 
small. 




Franchise — A contractual association between 
a manufacturer, wholesaler or service 
organisation (a franchiser) and independent 
businesspeople (franchisees) who buy the right 
to own and operate one or more units in the 
franchise system. 


»J o«"\ 4 ^ 1-i.ll A ..,.., J) « jl 4 1^-^11 j-J j j| jtiiall j^JJ A i.v51»' 45"Mr. 


Freight-absorption pricing — A geographic 
pricing strategy in which the company absorbs all 
or part of the actual freight charges in order to 
get the business. 


ija.oJt 4-4J2 J^aj (j^iLuil ,Jt jjt i nil! 

,-SJ Lg-La 1^3^ J' 4_iLl9JI ^p mil *jxnj * Laa 1 ftJa j*' AS^ulll 

2,jU"1I JUr-.^l lr-. J ', 


Frequency — The number of times the average 
person in the target market is exposed to an 
advertising message during a given period. 


jlj^l 


, 4jj«-o ojji J!lk 4jj!^X.VI 


Full-service retailers — Retailers that provide 
a full range of services to shoppers. 


AjJbdt AiaaJt j^Cia 
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Functional discount (trade discount) — A 

price reduction offered by the seller to trade 
channel members that perform certain functions, 
such as selling, storing and record keeping. 


^jjAJI A-J3JJ unll Cjlj_JaJl ^l^jjl £— q 6^)^L!L<d] AjLjjI 4-*-^J ^*xuil ^i <jjaik 


G 

Gatekeepers — People in the organisation's 
buying centre who control the flow of information 
to others. 


G 

aaaJ 11 j 'USl^j-aJ jj^jii A£^uiJu «.l^>iij| j^^>-a t>il^ (_)<->''* "'1 


Gender segmentation — Dividing a market into 
different groups based on sex. 




General need description — The stage in the 
business buying process in which the company 
describes the general characteristics and 
quantity of a needed item. 


Aj-l^J j t °- a^J <£^ulll .ajSJ Lg-J3j £l^ul!l A_lLlC (J^I^)>1 ^yi Aj^^yi 
i \J[uA\ L i'n^l| A (.«Sj A ^l«\| (j-^« i^4.1| 


Geodemographics — The study of the 
relationship between geographical location and 
demographics. 


.Ljaljc^JL ^Ijt ->H £$j*l\ <ailc. 4_Jj:> ^Ic. 


Geographic segmentation — Dividing a 
market into different geographical units such as 
nations, states, regions, counties, cities or 
neighbourhoods. 




Geographical pricing — Pricing based on where 
customers are located. 




Global firm — A firm that, by operating in more 
than one country, gains R&D, production, 
marketing and financial advantages that are not 
available to purely domestic competitors. 


i^t ta (J.i.1.5 ^nlj'w„N[l ~j. ,^j If-. A iilji-^llj4 iW /ill Jjl j ...Nf 1 


Global industry — An industry in which the 
strategic positions of competitors in given 
geographic or national markets are affected by 
their overall global positions. 


4«hA. a 4 iM ji^ 


Global marketing — Marketing that is 
concerned with integrating or standardising 
marketing actions across different geographic 
markets. 


4a] jj 4 A h* A 
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Global organisation — A form of international 
organisation whereby top corporate management 
and staff plan worldwide manufacturing or 
operational facilities, marketing policies, financial 
flows and logistical systems. The global operating 
unit reports directly to the chief executive, not to 
an international divisional head. 






'*'■>' (_)hjJj (_£,1 1^nll (_)u-lJ j >jl A-a o^iiLba 4-Uj.iJl (JLacVI S-^j 

.^jj glLa ^j 


Going-rate pricing — Setting price based 
largely on following competitors' prices rather 
than on company costs or demand. 


ij jIaJI j*a*J! (jjjLuiI .Jc- jjt i ulti 

*>» i «aj (j-a V-i-J (j_) ni^LLall j\* ml ^^-Ic- I^Ljj ** />u- aj j T mil .IjAaJi 

i i\U\l jl 2<j. : ;,!l i o ,\l <■; j „l . „l 1.-. 


Government market — Governmental units - 
national and local - that purchase or rent goods 
and services for carrying out the main functions 
of government. 


jl *' mil J 1 a " i ul jl pI^j_*1j jaj-3J (4_Laj]a1 j ** jla a ) 4_Laj£a. Cjli_^j 


Growth stage — The product life-cycle stage at 
which a product's sales start climbing quickly. 




H 

Habitual buying behaviour — Consumer 
buying behaviour in situations characterised by 
low consumer involvement and few significant 
perceived brand differences. 


H 

jji i» ii^J ^ll £j J ill i*i1 'jjall A •» (J iK.il ij •vji j tHl^l ,„^ll 


Handling objections — The step in the selling 
process in which the salesperson seeks out, 
clarifies and overcomes customer objections to 
buying. 


i"il li-.ljV.I i 1*1 -v ill ■*! il| • iii t'l » « iill 4 !**«. (j^.>> 'AjK^ 




Horizontal marketing system — A channel 
arrangement in which two or more companies at 
one level join together to follow a new marketing 
opportunity. 


ii.lJ.la. 4_jajjjaiJ 4_fc^a^ji 4julla 


Human need — A state of felt deprivation. 


.jlajaJL ^Loa-VI (>a <1U. - <LjluiJVI AaLsJI 


Human want — The form that a human need 
takes as shaped by culture and individual 
personality. 


d Ojall 4 u.-.-^ ,"ll j » ^"i-i M laiU jjl . „*i\l 4 -*.!-«. J's,"™ 


Hybrid marketing channels — Multi-channel 
distribution, as when a single firm sets up two or 
more marketing channels to reach one or more 
customer segments. A variety of direct and 
indirect approaches are used to deliver the firm's 
goods toits customers. 


(_jjj\ ja * >^i jj CjI^^j-JujI i_^I jaj-iJ o^ ^ij^j i CjI j_jk]l ^j *"i<i ^—jjjj 

La£ j # /ji<U'i..^ll Cjlc-UaS {ja ^ySi\ j\ pUaij J i a3^U JJ^I jl ^JJJSJjjuiJ 
^J| L^jLaala (JjU^ajJj 6^xu1_1aJ| JJC. j S^xuLiaJI < ■ ul -"VI ^j-a AJ^*J1 ■> laJlmJ 

■ LJ..'^^"'" 1 '"^ 
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Hypermarkets — Huge stores that combine 
supermarket, discount and warehouse retailing; 
in addition to food, they carry furniture, 
appliances, clothing and many other products. 




I 

Idea generation — The systematic search for 
new-product ideas. 


I 


Implausible positioning — Making claims that 
stretch the perception of the buyers too far to be 
believed. 




Income segmentation — Dividing a market 
into different income groups. 


Jiill 4J jaj 
. u^ ^ 0"° * " '""*"■ j aa a j-jI j^uill -j ■ ufl3 


Individual marketing — Tailoring products and 
marketing programmes to the needs and 
preferences of individual customers. 


^^L-«JI Jj-Laj Cjl_a.l_aJ 4 l Mil rail <jajjjajj]l £oa1^j_j]1 j Cjl—aJILajl «-_)Jaj 


Industrial product — A product bought by 
individuals and organisations for further 
processing or for use in conducting a business. 


^U-aJI £jiaJI 


Industry — A group of firms which offer a 
product or class of products that are close 
substitutes for each other. The set of all sellers 
of a product or service. 


La 4-a^. jl ^siio <C-Lj Jf j^ - L^jl ^Jc di]j^ UjltJ 


Inelastic demand — Total demand for a 
product that is not much affected by price 
changes, especially in the short run. 


<_£.l-a]l ^-ic- ' i ~y *-»■«■ jr mil Cjlj J*"n ^JjLjJ V ^cJ_Lo ^-ic- ' : uJail ^JLa^.1 


Influencer — A person whose view or advice 
influences buying decisions. 




Influencer — A person whose views or advice 
carries some weight in making a final buying 
decision; they often help define specifications 
and also provide information for evaluating 
alternatives. 


pl^j-^JI jl^J-3 ^L-ijl (^-3 4-J-aAV1 (jia-AJ 4aj1 i aj j 4-jljV OJ-^ O d ^ ''' 


Information search — The stage of the buyer 
decision process in which the consumer is 
aroused to search for more information; the 
consumer may simply have heightened attention 
or may go into active information search. 




Informative advertising — Advertising used to 
inform consumers about a new product or 
feature and to build primary demand. 
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Initiator — The person who first suggests or 
thinks of the idea of buying a particular product 
or service. 




Innovation — An idea, service, product or 
technology that has been developed and 
marketed to customers who perceive it as novel 
or new. It is a process of identifying, creating 
and delivering new-product or service values that 
did not exist before in the marketplace. 




Innovative marketing — A principle of 
enlightened marketing which requires that a 
company seek real product and marketing 
improvements. 




Inside sales force — Salespeople who service 
the company's customers and prospect from 
their offices via telephone or visits from 
prospective customers. 




Institutional market — Schools, hospitals, 
nursing homes, prisons and other institutions 
that provide goods and services to people in their 
care. 




Integrated direct marketing — Direct 
marketing campaigns that use multiple vehicles 
and multiple stages to improve response rates 
and profits. 


J-alSlaJl j-JiLlaJ| Jjjj^alUI 


Integrated logistics management — A 

physical distribution concept that recognises the 
need for a firm to integrate its logistics system 
with those of its suppliers and customers. The 
aim is to maximise the performance of the entire 
distribution system. 


CjUI^CU 4littUJ| SjUVI 


Integrated marketing communications — 

The concept under which a company carefully 
integrates and coordinates its many 
communications channels to deliver a clear, 
consistent, and compelling message about the 
organisation and its products. 


4Ll£Ul1 4jL>*ui1 CjVU^jVI 


Intensive distribution — Stocking the product 
in as many outlets as possible. 




Interactive marketing — Marketing by a 
service firm that recognises that perceived 
service quality depends heavily on the quality of 
buyer-seller interaction. 
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Intermediaries — Distribution channel firms 
that help the company find customers or make 
sales to them, including wholesalers and retailers 
that buy and resell goods. 


a-_ij e^Lc-lj t-\j-ui^ ^jj-ojk) tJJ^-11 <-j^aJi]l jL^J j A LaaJl jL-aj (J^_wlJj 


Internal audit — An evaluation of the firm's 
entire value chain. 


1 a La£l 1 4^ Jjoiil 4-lAjkJl ^JjuiLuu] a 1 IflJ 


Internal marketing — Marketing by a service 
firm to train and effectively motivate its 
customer-contact employees and all the 
supporting service people to work as a team to 
provide customer satisfaction. 


j p>L«jLj ijU-ajVl _ailaj-<i jjflajjj c_jjj^jj CllLo.^ <£jj^ 4_j fjSJ (JJjjjojj 
4_jiu (3_J^)i£ l_ji**J ^Sil (JC-li iJ^oiJ ^J-^J fiAjLwwiJl CjLoiijI ^Jaj^a AJ-*^- 


Internal records information — Information 
gathered from sources within the company to 
evaluate marketing performance and to detect 
marketing problems and opportunities. 


AAL\^\ Cj5Ua*1I CiUjk* 

,4_lljjjaLijl (j-a jail j (J£Liawijl 


International division — A form of 
international marketing organisation in which the 
division handles all of the firm's international 
activities. Marketing, manufacturing, research, 
planning and specialist staff are organised into 
operating units according to geography or 
product groups, or as an international subsidiary 
responsible for its own sales and profitability. 


j t^-LiJVlj t (JJJjjujJjI cs-^J-* 1 ■*»! " f^Jj ' 4-^JJ^ij AjJj^JI AJaj^ijVl /*^r k 
f aJa 4 iiii ujj Cjm & j ^j-* Ja ^ji L*al L-Vi-^Nfl j t Jaj Ja^ul a ( dl &-ul 
V_aJ-wwi ^jj-^J ^-Jj-^ ?LJ-^ j' ClLaaiaJl (Jill fr^aa ^ jl 4_jal^j_aJ| ■AaU'^u 

_<Li.b t-UjVI clWJ^ J t "^*J.' JV " tjc- 


Internet (the Net) — A vast public web of 
computer networks connecting users of all types 
all around the world to each other and to a large 
'information repository'. The Internet makes up 
one big 'information highway' that can dispatch 
bits at incredible speeds from one location to 
another. 


fdjLa_ala^a pLfc a) Jj jj j ^axjJI a^ - ^* 3 *— 4 aiLaJI (J j-A. ^J^a ^AJ uijajl 


Internet exchanges — Web-based bazaars, 
often shared by buyers, where suppliers bid 
against requirements posted on the Internet. 




Introduction stage — The product life-cycle 
stage when the new product is first distributed 
and made available for purchase. 




Invention — A new technology or product that 
may or may not be commercialised and may or 
may not deliver benefits to customers. 
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J 

Joint ownership — A joint venture in which a 
company joins investors in a foreign market to 
create a local business in which the company 
shares joint ownership and control. 


J 

j"'"'ll a - N -v ill a A £ )') ■ '; s\ I 1 A l£jjttj| 


Joint venturing — Entering foreign markets by 
joining with foreign companies to produce or 
market a product or service. 




K 

Keep-Out Pricing (Umbrella Pricing) 

a pricing practice, common in oligopolistic market 
situations, in which the large companies maintain 
very low prices to discourage smaller competitors 
and thus protect their own market shares. 


K 

(4-JaxjJI jjxj-uj ) JbuVI JJXuij 

t *" 1 j — » i 4-jjiS'i^. VI (Jj_lJI i_Lsl^a ^gk A t'iL' <-) jjt i n'i 4_u:jLa-a 

4__a_ctLjJI i _;"u^>^. <jLa^. Aalc j jt i^iVI _j 7 unaU-4j| 


Key Influence People - KIPS 

opinion leaders, consultants, experts, etc 
whose early and enthusiastic endorsement 
of a new product is sought by salespeople. 


L)J*"'±L>^ L)J>->^' 






Kickback 

a bribe or illegal payment offered to an 
organisational buyer in order to obtain the 
business; commonly, the kickback is a percentage 
of the salesperson's commission on the sale or an 
item of merchandise. 


a^aJujJl 

,__ laxii L-a Ulc. j t (_£_jl_au (J-aC ( _ S -Ic (Jj » ^>^» II A ji 1 4_jjL_»j 

jl ^ _l_u\ __5-lc t"ti »J1«ll I— ljJl_ia (J j j 1 1) <\^ _j_-a Aj in SS 0_j-ii_jJl 

.<C.uJajJl _j-a i. Vu^i 


Kinesic Communication (Nonverbal 
Communication; Proxemic Communication; 
Tactile Communication) 

body language; communication by body movement 
- posture, stance, hand movements, winking, head 
nodding, etc. See 


jl <ia_cJl jl JjUl jl .luaJj <£j^. jjc. (Ja^jIjj • iuiaJI <iJ 


Kinked Demand Curve 

the shape of a demand curve when any rise in 
price above the customary level will result in a 
sharp decline in demand. 


l 1IJ-1II ■,« ■^•^ J-ij1& Vic. jq»ui La* .4".*ll j___;j"nj.!,all 


KISS Principle 

acronym for "Keep It Simple and Straightforward" 


Kiss lJf» 
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L 

Leading indicators — Time series that change 
in the same direction but in advance of company 
sales. 


L 

'*» ■ ""' (jliLuil (___3 1 3 i^'j i aLaJiVI (_>u-ii ( __ r J j it'i'i 4_iiaj A\ ■»*■» 


Learning — Changes in an individual's 
behaviour arising from experience. 


^ Will 






Licensed brand — A product or service using a 
brand name offered by the brand owner to the 
licensee for an agreed fee or royalty. 


2 ijU'll 2 «N.\I ,A\\ „ A ...1*1, , r\\\ , rj ^">\\ - ,.,\fl ,,.1-i". ., , A „1-i jl »"•,.. 


Licensing — A method of entering a foreign 
market in which the company enters into an 
agreement with a licensee in the foreign market, 
offering the right to use a manufacturing 
process, trademark, patent, trade secret or other 
item of value for a fee or royalty. 


<A _j *-.-^ j aU •_. a JjLiiV <£j t : M| .lac. (Jjjjja __>c ''?V^ (J J u '^ cJj - ** ^ J 4_aj^)ia 
_«_] j jl aj^jj ) (JjliO (_£ J^V' 4-«ua]l StjA j\ A \ jl -*~U )l lujV' 


Life-cycle segmentation — Offering products 
or marketing approaches that recognise the 
consumer's changing needs at different stages of 
their life. 


(SlliJl S jjj ) J^blt a j i iiVi 

t*"ll »l» [.'llj..** ifljAl j j\«1 4 «j[j. id* I 111' ml j l*ll -*."'^j^j" 


Limited-service retailers — Retailers that 
provide only a limited number of services to 
shoppers. 


_jiMf *i.m" !■"» »Ai.\l jj^i Wai (jW/i Ylr. jjj^^ai d'ij-i" jl-*." 


Line extension — Using a successful brand 
name to introduce additional items in a given 
product category under the same brand name, 
such as new flavours, forms, colours, added 
ingredients or package sizes. 


/j » , u A <al Ja| ; iLii_al r- Ja j -.i.v»"ii stia.1 ill (fiua^jS! -mNfl alAiJLiil 
-1 ^1 ji ail ,u„l| i* A \j<*\\ j c /jlj \y\ j < Jl< . : ;\l j *> ,w1| 




Long-range plan — A plan that describes the 
principal factors and forces affecting the 
organisation during the next several years, 
including long-term objectives, the chief 
marketing strategies used to attain them and the 
resources required. 


4*1V|*|I Ir.j'ijj" *l| 4 (ml ,»Nf| (_JjOl| J (J^|j«l| ■»•>>. j"l 4>iA. 

AlXjll <_jJLall (__Jc l-il-lA^I (J*m"i j ^Jlill CLll^imJI J^Lk 

J 1 1 lir. _Jji.-.-».U 4 A.a.Vi.'lm.all A 1 mil ill jjljmlll 1 ' ll Cv ill yimlj 

2 ijlUJI Jjlj^JI 


M 

Macro environment — The larger societal 
forces that affect the whole microenvironment - 
demographic, economic, natural, technological, 
political and cultural forces. 


M 
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Management contracting — A joint venture in 
which the domestic firm supplies the 
management know-how to a foreign company 
that supplies the capital; the domestic firm 
exports management services rather than 
products. 


A lljMlj A kj,s\\ Jl'j" "> >'•» ill 4N jinll «jl* I'll'V iAj"",* C jj",a 

»jjH _ JLaJI (_>ulj jl (jLall lA jjJlj jSjJi **j;''~l A&jj!i Jl AjjbVI 

.-iUv.ji j„ y^ s .ji \"yi i»ii „\ii| ji«j'i a ,u «\\ i<j.*t| 


Manufacturer's brand (national brand) — A 

brand created and owned by the producer of a 
product or service. 


(JLjjfejl! 4*31*11) 4juU^| A^aII ^JJ^I ^*Jt 

.CllLaJlijI jl CllLskOiAjl 


Market — The set of all actual and potential 
buyers of a product or service. 


<-aiiJl jl ?rTi<\ii (jiui^-all jl (jnUiil jjjjoAajI 4il£ p j^^ « 


Mark-up/mark-down — The difference 
between selling price and cost as a percentage of 
selling price or cost. 


(^JVI Jail / J&VI Jail ) AiLd^l AiKUl AxuJ 

AJiajil jl AJJjI jx-m qa A 1 1 " '& Ai\K'\\ j x_lJI J3Uji (JJJ (J^>ijl 


Market challenger — A runner-up firm in an 
industry that is fighting hard to increase its 
market share. 


Q.* .\ \j" <\l k.\ ,'i J i>.lV; t'llfili i^.ll (_J.> -s.1 5 Or.1 i^. 4<j >* 


Market follower — A runner-up firm in an 
industry that wants to hold its share without 
rocking the boat. 


/3 j^ull AjuUj A£ j*i 

1^'i^-v lr. WI-i'^jl Ail* i'ilr.l w^ll (_jA-v| ( «V.l.^ik<j*i 


Market leader — The firm in an industry with 
the largest market share; it usually leads other 
firms in price changes, new product 
introductions, distribution coverage and 
promotion spending. 


4_jkj Jj_aj l—a o^lc- j ^jjjjuiJI ^i 6jjj£ A . ^.^ (^]JXa3 l&i X* ail .1^1 ^i 4^^jxu 
j £— jjjjjl 4_iiaij j Sij^ajl CllLaJiloJl r-^jJaj jjjuiJl CjI^jjaj <^i Clll^^i]! 

.^cjj^jjjI ( " ll Qj j i a a 


Market nicher — A firm in an industry that 
serves small segments that the other firms 
overlook or ignore. 


1 ig 'ir- jfl >»n jl l^iALajj o jj» > ^i Cjlc-Uaa a.lkj CA&I L ail (_£.l^l ^i 4£^)^i 


Market positioning — Arranging for a product 
to occupy a clear, distinctive and desirable place 
relative to competing products in the minds of 
target consumers. Formulating competitive 
positioning for a product and a detailed 
marketing mix. 


4_JjlLa LjC-^o j '_>^ <wl J a ' *^J ^J^ 41 gjXttil (Jlaj ^£] CjljJJ^jJjl £-*-*aj 
,4J ^iu^aajJl ^jjjojjjI ^u^ajI til]^£ j t glxttij ^ i afll jjjI ^£^xujI 4j.lj>^i 


Market saturation — A product reaches its 
peak distribution rate, and expansion of sales 
ceases to exist. 


_AjI*jj-o A-^JJ J *^ j cJSjj j aj jjjjl ^i Sjj^ll (J^jla] gllall Qy^j 


Market segment — A group of consumers who 
respond in a similar way to a given set of 
marketing stimuli. 
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Market segmentation — Dividing a market into 
distinct groups of buyers with different needs, 
characteristics or behaviour, who might require 
separate products or marketing mixes. 

Or 

Identification of sub-sets of buyers within a 
market who share similar needs and have similar 
buying processes. 


j djl a 1 a a g I mjS ]J uiAil ^j_-a o \ J * * '" r j"^ * (_£l ^j \w\\ & mflj 

"' V-" jl '" "*""•" (jj llWll V (j'"' J «*on-i * i"\\ lSjl.il j ;j^-'<l >-->■■•■ 

l inA. a oijin* 

■J 

Ql\.\\ j Jjj ..ill (J ill (j'^j" "'•*'' £)- •* * ""- _J'" '*'' r - J-"-- «" -1 lA-v * 


Market targeting — The process of evaluating 
each market segment's attractiveness and 
selecting one or more segments to enter. 




Market-penetration pricing — Setting a low 
price for a new product in order to attract large 
numbers of buyers and a large market share. 




Market-skimming pricing — Setting a high 
price for a new product to skim maximum 
revenues layer by layer from the segments 
willing to pay the high price; the company makes 
fewer but more profitable sales. 




Marketing — A social and managerial process 
by which individuals and groups obtain what they 
need and want through creating and exchanging 
products and value with others. 




Marketing audit — A comprehensive, 
systematic, independent and periodic 
examination of a company's environment, 
objectives, strategies and activities to determine 
problem areas and opportunities, and to 
recommend a plan of action to improve the 
company's marketing performance. 


^^iij ^LjjuuJl pljVl ^jJ"'^"'' c>a*jl 4_]a^ cj_^ Cjl^J^jJjl 


Marketing channel (distribution channel) — 

A set of interdependent organisations involved in 
the process of making a product or service 
available for use or consumption by the 
consumer or industrial user. 
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Marketing concept — The marketing 
management philosophy which holds that 
achieving organisational goals depends on 
determining the needs and wants of target 
markets and delivering the desired satisfactions 
more effectively and efficiently than competitors 
do. 




Marketing control — The process of measuring 
and evaluating the results of marketing 
strategies and plans, and taking corrective action 
to ensure that marketing objectives are attained. 




Marketing environment — The actors and 
forces outside marketing that affect marketing 
management's ability to develop and maintain 
successful relationships with its target 
customers. 

Components of marketing environment are: 

- Micro-environment: all 

organisations/individuals who directly/indirectly 
affect the activities of a company. 

- Macro-environment: external forces and trends 
that affect a company. 

- Internal environment: other internal functions 
such as finance, operations, personnel etc. 


\ » ilc. ~ A lafll a all 
-; Ajijjjajjjl AjjjjI CjUj^ 

,a£jj!]| ^jJc. jiijj ,^1 OlALaJiVI j L$Jal\ ;i_j jjS]I 3 lull 
( 4_JUI SjIjVI Ji. lSj^VI JLjliUI L-iilLjll : 2LkWI 2ujJI - 


Marketing implementation — The process that 
turns marketing strategies and plans into 
marketing actions in order to accomplish 
strategic marketing objectives. 




Marketing information system (MIS) — 

People, equipment and procedures to gather, 
sort, analyse, evaluate and distribute needed, 
timely and accurate information to marketing 
decision makers. 




Marketing intelligence — Everyday information 
about developments in the marketing 
environment that helps managers prepare and 
adjust marketing plans. 
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Marketing intermediaries — Firms that help 
the company to promote, sell and distribute its 
goods to final buyers; they include physical 
distribution firms, marketing-service agencies 
and financial intermediaries. 




Marketing management — The art and science 
of choosing target markets and building 
profitable relationships with them. 




Marketing mix — The set of controllable tactical 
marketing tools - product, price, place and 
promotion - that the firm blends to produce the 
response it wants in the target market. 
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Marketing network — Company and all 
supporting stakeholders: customers, 
intermediaries, employees, dealers, distributors, 
suppliers, wholesalers, retailers, advertising 
agencies etc. 
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Marketing offer — Some combination of 
products, services, information, or experiences 
offered to a market to satisfy a need or want. 




Marketing orientation — has three 
components: 

- Customer orientation. 

- Competitor orientation. 

- Inter-functional coordination. 




Marketing process — The process of (1) 
analysing marketing opportunities; (2) selecting 
target markets; (3) developing the marketing 
mix; and (4) managing the marketing effort. 




Marketing research — The function that links 
the consumer, customer and public to the 
marketer through information that is used to 
identify and define marketing opportunities and 
problems, to generate, refine and evaluate 
marketing actions, to monitor marketing 
performance, and to improve understanding of 
the marketing process. 




Marketing services agencies — Marketing 
research firms, advertising agencies, media 
firms, marketing consulting firms and other 
service providers that help a company to target 
and promote its products to the right markets. 
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Marketing strategy statement — A statement 
of the planned strategy for a new product that 
outlines the intended target market, the planned 
product positioning, and the sales, market share 
and profit goals for the first few years. 
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\j i ^.qaU i a \^"i ,,. *U ^jj yij| -ji ijj JA^J JjA^ ?y3xaJ ^ J J ** J? . )*'"'V' - 


.^jVI CaljiuU 


Marketing strategy — The marketing logic by 
which the business unit hopes to achieve its 
marketing objectives. 


A 1Q \ r, l ii'tU 


Marketing website — A site on the Web 
created by a company to interact with consumers 
for the purpose of moving them closer to a 
purchase or other marketing outcome. The site is 
designed to handle interactive communication 
initiated by the company. 




Maslow's hierarchy of needs — A site on the 
Web created by a company to interact with. 

1- Psychological needs: food and shelter. 

2- Safety needs: security, order, freedom from 
threat. 

3- Love/social needs: for relationships, 
belonging, affiliation. 

4- Esteem needs: independence, recognition, 
status, respect. 

5- Self- actualisation: fulfilment of personal 
potential. 

1 & 2 are essential for survival, 3 & 4 are 
essential for psychological well being, while 5 is 
essential to maximise personal development. 
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Mass customisation — Preparing individually 
designed products and communication on a large 
scale. 


J*UiJl JjJjlUI 




Mass marketing — Using almost the same 
product, promotion and distribution for all 
consumers. 




Materials and parts — Industrial products that 
enter the manufacturer's product completely, 
including raw materials and manufactured 
materials and parts. 




Maturity stage — The stage in the product life- 
cycle where sales growth slows or levels off. 




Measurability — The degree to which the size, 
purchasing power and profits of a market 
segment can be measured. 
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Media — Non-personal communications channels 
including print media (newspapers, magazines, 
direct mail), broadcast media (radio, television), 
and display media (billboards, signs, posters). 


j.51 — ft VI Jfl-j 




Media impact — The qualitative value of an 
exposure through a given medium. 


<^vi Jim 


Media vehicles — Specific media within each 
general media type, such as specific magazines, 
television shows or radio programmes. 
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Membership groups — Groups that have a 
direct influence on a person's behaviour and to 
which a person belongs. 




Merchant wholesaler — Independently owned 
business that takes title to the merchandise it 
handles. 




Message source — The company, the brand 
name, the salesperson of the brand, or the actor 
in the ad who endorses the product. 
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Microenvironment — The forces close to the 
company that affect its ability to serve its 
customers - the company, market channel firms, 
customer markets, competitors and publics, 
which combine to make up the firm's value 
delivery system. 
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Micromarketing — A form of target marketing 
in which companies tailor their marketing 
programmes to the needs and wants of narrowly 
defined geographic, demographic, psychographic 
or behavioural segments. 




Mission statement — A statement of the 
organisation's purpose - what it wants to 
accomplish in the wider environment. 




Modified rebuy — A business buying situation 
in which the buyer wants to modify product 
specifications, prices, terms or suppliers. 


Jjxall f IjJJl oJl£l 
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Monopolistic competition — A market in which 
many buyers and sellers trade over a range of 
prices rather than a single market price. 
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Moral appeals — Message appeals that are 
directed to the audience's sense of what is right 
and proper. 
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Motive (drive) — A need that is sufficiently 
pressing to direct the person to seek satisfaction 
of the need. 




Multibrand strategy — A brand strategy under 
which a seller develops two or more brands in 
the same product category. 




Multiple niching — Adopting a strategy of 
having several independent offerings that appeal 
to several different subsegments of customer. 


.e^LaxJI (yc * ilia "11 <jcji]l CiLcLLi]! qa Aj^aJl 


N 

Natural environment — Natural resources that 
are needed as inputs by marketers or that are 
affected by marketing activities. 


N 


Need recognition — The first stage of the 
buyer decision process in which the consumer 
recognises a problem or need. 




Needs— The basic physical needs for food, 
clothing, warmth, and shelter. 




Net profit — The difference between the income 
from goods sold and all expenses incurred. 




New product — A good, service or idea that is 
perceived by some potential customers as new. 
The sequence is the following: 

- Original concept: the primary idea. 

- Screening of ideas. 

- Business analysis: look at firm's resources and 
market to evaluate business risks. 

- Concept definition: definition of the criteria 
necessary to meet market need. 

- Product development: building prototypes and 
dummy runs. 

- Marketing mix issues: evaluation of the 4 Ps. 

- Market testing: obtain info about customers' 
reaction to product in selected areas. 

- Pilot launch. 

- Roll-out: full launch 


t (S jlaJjll (Ja»JI cJ;^"' 
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New task — A business buying situation in 
which the buyer purchases a product or service 
for the first time. 
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New-product development — The 

development of original products, product 
improvements, product modifications and new 
brands through the firm's own R&D efforts. 


JjAsJI sll»Jl jjjJsj 


Niche market — A relatively small and exclusive 
market characterised by slow sales, high profit 
margin and expensive products affordable only 
by the top 5% of society. 

Alternatively, 

Identification of a gap in the market (through 
improved/new product features) that is totally 
dominated by the company, exploiting that gap, 
and creating a company's own market. 
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Niche marketing — Adapting a company's 
offerings to more closely match the needs of one 
or more sub-segments where there is often little 
competition. 




Non-durable product — A consumer product 
that is normally consumed in one or a few uses. 




Non-personal communication channels — 

Channels that carry messages without personal 
contact or feedback, including media, 
atmospheres and events. 


2 .,^x,,M| j,t Ji.^iyi <">ij'« 
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Non-tariff trade barriers — Non-monetary 
barriers to foreign products, such as biases 
against a foreign company's bids or product 
standards that go against a foreign company's 
product features. 


J .^ j i — "11 J"« 4 n'l^Sfl i"il ^Vmll lr-. i Jj "11 2 ill /ill j ir-_ > 'ilj/ill 
• ^ ^jJajLatJJ ^-Jjl ^-'i lA\ ^jJjLa-a] j J^jil jl A JjJA,Vl Cjl£^)_wijl ^j^aj^j-C. 

/ .uja VI 4^^ii]l ^cjla ^j^i'il i aaa 
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Objective-and-task method — Developing the 
promotion budget by (1) defining specific 
objectives, (2) determining the tasks that must 
be performed to achieve these objectives, and 
(3) estimating the costs of performing these 
tasks. The sum of these costs is the proposed 
promotion budget. 


o 
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Observational research — The gathering of 
primary data by observing relevant people, 
actions and situations. 


SLLall 


Occasion segmentation — Dividing the market 
into groups according to occasions when buyers 
get the idea to buy, actually make their 
purchase, or use the purchased item. 
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Off-price retailer — Retailer that buys at less- 
than-regular wholesale prices and sells at less 
than retail. 
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Oligopolistic competition — A market in which 
there are a few sellers that are highly sensitive 
to each other's pricing and marketing strategies. 
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Online advertising — Advertising that appears 
while consumers are surfing the Web, including 
banner and ticker ads, interstitials, skyscrapers 
and other forms. 
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Open trading networks — Huge e- 
marketspaces in which B2B buyers and sellers 
find each other online, share information and 
complete transactions efficiently. 
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Open-end questions — Questions that allow 
respondents to answer in their own words. 


4aj"i frail AiluVt 
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Operating control — Checking ongoing 
performance against annual plans and taking 
corrective action. 
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Operating statement (profit-and-loss 
statement or income statement) — A 

financial statement that shows company sales, 
cost of goods sold and expenses during a given 
period of time. 
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Opinion leaders — People within a reference 
group who, because of special skills, knowledge, 
personality or other characteristics, exert 
influence on others. 


\s\J\ »jls 


Optional-product pricing — The pricing of 
optional or accessory products along with a main 
product. 
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Order-routine specification — The stage of 
the business buying process in which the buyer 
writes the final order with the chosen supplier(s), 
listing the technical specifications, quantity 
needed, expected time of delivery, return policies 
and warranties. 
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Outside sales force — Outside salespeople (or 
field sales force) who travel to call on customers. 
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Overpositioning — A positioning error referring 
to too narrow a picture of the company, its 
product or a brand being communicated to target 
customers. 




AjjUjII 


P 

Packaging — The activities of designing and 
producing the physical container or wrapper for a 
product. Packaging serves three functions: 

- Handling & Transport. 

- Promotion. 

- Storage. 


p 




Packaging concept — What the package should 
be or do for the product. 




Patronage rewards — Cash or other awards for 
the regular use of a certain company's products 
or services. 


jl <SjjiJl CjLaJiio JUuiIjjI _>jiaj dlilixJl jj^o La jjc. ji 5_j^iJ Cjlil£-» 


Penetrated market — The set of consumers 
who have already bought a particular product or 
service. 




Percentage-of-sales method — Setting the 
promotion budget at a certain percentage of 
current or forecast sales or as a percentage of 
the sales price. 




Perception — The process by which people 
select, organise and interpret information to form 
a meaningful picture of the world. 


CjLjjLcajI ^jjjuiSJj aJJaJJj jljlklj L^J^Li, J^ jj-uUJl fjfii Jul AjLuuI 


Perceptual marketing —mental 
image/impression taken by an individual upon 
hearing about a certain product/company based 
on price and perceived quality. 
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Performance review — The stage of the 
business buying process in which the buyer rates 
its satisfaction with suppliers, deciding whether 
to continue, modify or drop them. 




Personal communication channels — 

Channels through which two or more people 
communicate directly with each other, including 
face to face, person to audience, over the 
telephone, or through the mail. 


«TV*ti JUajVI Cil>ia 
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Personal influence — The effect of statements 
made by one person on another's attitude or 
probability of purchase. 


. «.! 1r"JI 4jILa!i.l 


Personal selling — Personal presentation by 
the firm's sales force for the purpose of making 
sales and building customer relationships. 






Personality — A person's distinguishing 
psychological characteristics that lead to 
relatively consistent and lasting responses to his 
or her own environment. 
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Persuasive advertising — Advertising used to 
build selective demand for a brand by persuading 
consumers that it offers the best quality for their 
money. 
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Pest analysis — The analysis of the political, 
economic, social, and technological factors that 
may have effect on an organisation's 
performance. 

The objective is the assessment of external 
elements beyond the organisation's control. 
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Physical distribution (marketing logistics) 

— The tasks involved in planning, implementing 
and controlling the physical flow of materials and 
final goods from points of origin to points of use 
to meet the needs of customers at a profit. 
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Physical distribution firms — Warehouse, 
transportation and other firms that help a 
company to stock and move goods from their 
points of origin to their destinations. 
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Place — All the company activities that make 
the product or service available to target 
customers. 
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Planned obsolescence — A strategy of causing 
products to become obsolete before they actually 
need replacement. 




Pleasing products — Products that give high 
immediate satisfaction but may hurt consumers 
in the long run. 




Point-of-purchase (POP) promotions — 

Displays and demonstrations that take place at 
the point of purchase or sale. 




Political environment — Laws, government 
agencies and pressure groups that influence and 
limit various organisations and individuals in a 
given society. 
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Portfolio analysis — A tool by which 
management identifies and evaluates the various 
businesses that make up the company. 




Postpurchase behaviour — The stage of the 
buyer decision process in which consumers take 
further action after purchase based on their 
satisfaction or dissatisfaction. 


f Ij^ill Jxj La (il^aluj 


Potential market — The set of consumers who 
profess some level of interest in a particular 
product or service. 




Pre-approach — The step in the selling process 
in which the salesperson learns as much as 
possible about a prospective customer before 
making a sales call. 


jj_u^4JI jjja^lll u^oiuil 


Premiums — Goods offered either free or at low 
cost as an incentive to buy a product. 


.^cjIaJI c.ljjioJ ^iLa^ ^-J^J-« ^) XjM i j' uLa-a a^iJ aJjoj 


Presentation — The step in the selling process 
in which the salesperson tells the product 'story' 
to the buyer, showing how the product will make 
or save money for the buyer. 
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Price elasticity — A measure of the sensitivity 
of demand to changes in price. 




Price packs — Reduced prices that are marked 
by the producer directly on the label or package. 


jU-UiVl (jijjfr ^P^AXA 



UUx 



Korsat.net 



Ul^c 



UUx 



Korsat.net 



UU* 



Price — The amount of money charged for a 
product or service, or the sum of the values that 
consumers exchange for the benefits of having 
or using the product or service 




Pricing policy — Set according to company's 
objectives. Moreover, pricing policies are 
influenced by company's operational costs, 
affordability of raw materials etc, and ability to 
finance product. 
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Pricing strategies: include penetration, 
skimming, competition, product line, bundle, 
psychological, premium, and optional pricing. 

Penetration: low price to increase sales 

and market share. 

Skimming: an initial high price and 

then gradually lowered to 
attract customers and to 
skim profits from multi 
market segments. 

Competition: setting a price in 

comparison with competitors. 

Product line: pricing different products 
within the same product 
range at different prices 
e.g. Video manufacturer 
offering different VCRs with 
different features. 

Bundle: bundle a group of products 

at a reduced price. 

Psychological: e.g. 99p instead of £1. 

Premium: high price to reflect the 

exclusiveness of a product. 

Optional: sale of optional extras 

along with the product to 
maximise turnover e.g. the 
car industry. 
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Primary data — Information collected for the 
specific purpose at hand. 




Primary demand — The level of total demand 
for all brands of a given product or service - for 
example, the total demand for motor cycles. 
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Private brand (middleman, distributor or 
store brand) — A brand created and owned by 
a reseller of a product or service. 
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Private trading networks (PTNs) — B2B 

trading networks that link a particular seller with 
its own trading partners. 


<LaUUl S^iliaJl LJUuJi 


Problem recognition — The first stage of the 
business buying process in which someone in the 
company recognises a problem or need that can 
be met by acquiring a good or a service. 


4^"|A. jli-J... \f- (Jj.^iOl jif- I^"iiiVil ^-I'iVi 4 -J ^ jl 4K.T.^ L 'a.VXi 


Product adaptation — Adapting a product to 
meet local conditions or wants in foreign 
markets. 
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Product — Anything that can be offered to a 
market for attention, acquisition, use or 
consumption that might satisfy a want or need. 
It includes physical objects, services, persons, 
places, organisations and ideas. 


k21>1| 
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Product-bundle pricing — Combining several 
products and offering the bundle at a reduced 
price. 
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Product classification (Consumer) — 

- Convenience goods: groceries. 

- Shopping goods: more durable items such as 
furniture, clothes, shoes etc. 

- Speciality goods: such as jewellery, expensive 
clothing etc. 

-Unsought goods: goods you did not realise you 
needed! Typical examples are items found in 
catalogues. 
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Product classification (Industrial) — 

- Installations: e.g. major items of a plant, 
assembly line etc. 

- Accessories: PCs. 

- Raw materials. 

- Components: headlights of a car, microchip in a 
PC. 

- Supplies: office stationery, cleaning materials 
etc. 


.gll.^g-LaaJlII lai. j » ''1 1 a ali (_£^)j£]l J^iJI (Jllo ; CllLMI 
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Product concept — A detailed version of the 
new-product idea stated in meaningful consumer 
terms. 
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Product concept — The idea that consumers 
will favour products that offer the most quality, 
performance and features, and that the 
organisation should therefore devote its energy 
to making continuous product improvements. 






Product development — Developing the 
product concept into a physical product in order 
to ensure that the product idea can be turned 
into a workable product. 


gr "\\n\\ JJjJaj 
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Product idea — An idea for a possible product 
that the company can see itself offering to the 
market. 




Product image — The way consumers perceive 
an actual or potential product. 


r"s\n\\ <LjUJ| ft jj^flil 


Product innovation charter (PIC) — A new- 
product strategy statement formalising 
management's reasons or rationale behind the 
firm's search for innovation opportunities, the 
product/ market and technology to focus upon, 
and the goals and objectives to be achieved. 


jdl»il jLSLI IsSi 

OLiJajjl j (jlj-joiVl j dil agnail ^j-c- j t 4_jjI£jjV1 (j-ia^j-Sjl ^j-c- 4£^j_iiJl 


Product invention — Creating new products or 
services for foreign markets. 




Product life-cycle (PLC) — The course of a 
product's sales and profits over its lifetime. It 
involves five distinct stages: product 
development, introduction, growth, maturity and 
decline. 
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Product line filling — Increasing the product 
line by adding more items within the present 
range of the line. 
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Product line pricing — Setting the price steps 
between various products in a product line based 
on cost differences between the products, 
customer evaluations of different features, and 
competitors' prices. 




Product line stretching — Increasing the 
product line by lengthening it beyond its current 
range. 




Product line — A group of products that are 
closely related because they function in a similar 
manner, are sold to the same customer groups, 
are marketed through the same types of outlet, 
or fall within given price ranges. 
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Product mix (product assortment) — The set 

of all product lines and items that a particular 
seller offers for sale to buyers. 



Product position — The way the product is 
defined by consumers on important attributes - 
the place the product occupies in consumers' 
minds relative to competing products. 






Product quality — The ability of a product to 
perform its functions; it includes the product's 
overall durability, reliability, precision, ease of 
operation and repair, and other valued 
attributes. 
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Product sales force structure — A sales force 
organisation under which salespeople specialise 
in selling only a portion of the company's 
products or lines. 
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Product specification — The stage of the 
business buying process in which the buying 
organisation decides on and specifies the best 
technical product characteristics for a needed 
item. 



gr'n aM dilL^al^a 
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Product-support services — Services that 
augment actual products. 



Production concept — The philosophy that 
consumers will favour products that are available 
and highly affordable, and that management 
should therefore focus on improving production 
and distribution efficiency. 
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Profitable customer — A person, household or 
company whose revenues over time exceed, by 
an acceptable amount, the company's costs of 
attracting, selling and servicing that customer. 
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Promotional mix — The specific mix of 
advertising, personal selling, sales promotion 
and public relations that a company uses to 
pursue its advertising and marketing objectives. 



<jAjjjjJI juJa-I 
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Promotional strategy — the strategies 
employed by a company to promote sales. There 
are two techniques of promotional strategies: 
Push and Pull strategies. 
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Promotion — Activities that communicate the 
product or service and its merits to target 
customers and persuade them to buy. 



j j;«^~ .,,.11 «.!iL«Jl ^Jl LaAAjljS j ^LoiiJI jl jcliall Jl i ^ jV <JiJijl 



UUx 



Korsat.net 



Ul^c 



UUx 



Korsat.net 



UU* 







Promotional allowance — A payment or price 
reduction to reward dealers for participating in 
advertising and sales-support programmes. 
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Promotional pricing — Temporarily pricing 
products below the list price, and sometimes 
even below cost, to increase short-run sales. 




Proposal solicitation — The stage of the 
business buying process in which the buyer 
invites qualified suppliers to submit proposals. 




Prospecting — The step in the selling process in 
which the salesperson identifies qualified 
potential customers. 




Psychographic segmentation — Dividing a 
market into different groups based on social 
class, lifestyle or personality characteristics. 


4 ir.l /il-vNfl 4 BjL.ll If. f r l 'n4 aV'i-^zi i"il c.j^-^^ 11 Jjj .,,11 A ''j^> 


Psychographics — The technique of measuring 
lifestyles and developing lifestyle classifications; 
it involves measuring the chief AIO dimensions 
(activities, interests, opinions). 


(*1 jVI j CjUUIaVI j Ai^iVI ) (AIO) V'L-'VI 


Psychological pricing — A pricing approach 
that considers the psychology of prices and not 
simply the economics; the price is used to say 
something about the product. 




Public relations — Building good relations with 
the company's various publics by obtaining 
favourable publicity, building up a good 
'corporate image', and handling or heading off 
unfavourable rumours, stories and events. Major 
PR tools include press relations, product 
publicity, corporate communications, lobbying 
and counselling. 


(jJc <*UJl Cili!^UJl (J AjjuUJjJI OljjVI J^j^Jj .^ ^aaO jl ujl.ia.Yl j 


Public — Any group that has an actual or 
potential interest in or impact on an 
organisation's ability to achieve its objectives. 




Pull strategy — A promotion strategy that calls 
for spending a lot on advertising and consumer 
promotion to build up consumer demand. If the 
strategy is successful, consumers will ask their 
retailers for the product, the retailers will ask the 
wholesalers, and the wholesalers will ask the 
producers. 
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Pulsing — Scheduling ads unevenly, in bursts, 
over a certain time period. 




Purchase decision — The stage of the buyer 
decision process in which the consumer actually 
buys the product. 




Pure competition — A market in which many 
buyers and sellers trade in a uniform commodity 
- no single buyer or seller has much effect on 
the going market price. 




Pure monopoly — A market in which there is a 
single seller - it may be a government 
monopoly, a private regulated monopoly or a 
private non-regulated monopoly. 




Push strategy — A promotion strategy that 
calls for using the sales force and trade 
promotion to push the product through channels. 
The producer promotes the product to 
wholesalers, the wholesalers promote to 
retailers, and the retailers promote to 
consumers. 




Q 

Qualified available market — The set of 

consumers who have interest, income, access 
and qualifications for a particular product or 
service. 


Q 
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Qualitative research — Exploratory research 
used to uncover consumers' motivations, 
attitudes and behaviour. Focus-group 
interviewing, elicitation interviews and repertory 
grid techniques are typical methods used in this 
type of research. 




Quality — The totality of features and 
characteristics of a product or service that bear 
on its ability to satisfy stated or implied needs. 




Quantitative research — Research which 
involves data collection by mail or personal 
interviews from a sufficient volume of customers 
to allow statistical analysis. 


^-iiltiiaail 


.Jl. — -Ml Jjkjll ju.ij'1 tSllij cXuJI (>i Ajal£ a\x«S 


Quantity discount — A price reduction to 
buyers who buy large volumes. 
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Quantity premium — A surcharge paid by 
buyers who purchase high volumes of a product. 




Question marks — Low-share business units in 
high-growth markets that require a lot of cash in 
order to hold their share or become stars. 
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Quota — A limit on the amount of goods that an 
importing country will accept in certain product 
categories; it is designed to conserve on foreign 
exchange and to protect local industry and 
employment. 
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Range branding strategy — A brand strategy 
whereby the firm develops separate product 
range names for different families of product. 


R 


Rational appeals — Message appeals that 
relate to the audience's self-interest and show 
that the product will produce the claimed 
benefits; examples are appeals of product 
quality, economy, value or performance. 




Reach — The percentage of people in the target 
market exposed to an ad campaign during a 
given period. 


JU^VI 


Reference groups — Groups that have a direct 
(face-to-face) or indirect influence on the 
person's attitudes or behaviour. 




Reference prices — Prices that buyers carry in 
their minds and refer to when they look at a 
given product. 




Relationship marketing — The process of 
creating, maintaining and enhancing strong, 
value-laden relationships with customers and 
other stakeholders. 
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Reminder advertising — Advertising used to 
keep consumers thinking about a product. 




Resellers — The individuals and organisations 
that buy goods and services to resell at a profit. 
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Retailer cooperatives — Contractual vertical 
marketing systems in which retailers organise a 
new, jointly owned business to carry on 
wholesaling and possibly production. 


4_i j^jjl jIaj CjLjjUj 


Retailers — Businesses whose sales come 
primarily from retailing. 




Retailing accordion — A phenomenon 
describing how the width of retailers' product 
assortment or operations shifts over time: there 
tends to be a general-specific-general cycle. 
However, it is possible that many retailing 
businesses evolve along a specificgeneral- 
specific cycle. 
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Reverse auction — Customers name the price 
that they are willing to pay for an item and seek 
a company willing to sell. 
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Role — The activities a person is expected to 
perform according to the people around him or 
her. 




Role of agent in international marketing — 

coordinate, organise, promote, market, 
distribute, and service. 
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Sales force management — The analysis, 
planning, implementation and control of sales 
force activities. It includes setting sales force 
objectives; designing sales force strategy; and 
recruiting, selecting, training, supervising and 
evaluating the firm's salespeople. 


s 
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Sales force promotion — Sales promotion 
designed to motivate the sales force and make 
sales force selling efforts more effective, 
including bonuses, contests and sales rallies. 




Sales promotion — Short-term incentives to 
encourage purchase or sales of a product or 
service. 
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Sales quotas — Standards set for salespeople, 
stating the amount they should sell and how 
sales should be divided among the company's 
products. 




Salesperson — An individual acting for a 
company by performing one or more of the 
following activities: prospecting, communicating, 
servicing and information gathering. 
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Salutary products — Products that have low 
appeal but may benefit consumers in the long 
run. 


JllXJji j CAaJ) i<*- ~jj 1 oAiio ' a *iS 1 g f 1**11 A_Luililj 4 ivM-n.I1 4nii^ i""Mx'na 


Sample — A segment of the population selected 
for market research to represent the population 
as a whole. 




Samples — Offers to consumers of a trial 
amount of a product. 




Seasonal discount — A price reduction to 
buyers who buy merchandise or services out of 
season. 




Seasonality — The recurrent consistent pattern 
of sales movements within the year. 


alul J^Li. «j'll djlS >a. t J^o j J JJ ' " Ja*aJ 


Second-price sealed bid — Sealed bids are 
submitted but the contender placing the best bid 
pays only the price equal to the second-best bid. 
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Segment marketing — Adapting a company's 
offerings so they more closely match the needs 
of one or more segments. 
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Segmentation Bases— four elements: 
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- Demographic: age, gender, family size, family 


# (J \iall 4_ijj£j j t ^yu\ j i AAj\xl\ 


life cycle, ethnicity, and household composition. 
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- Socio-economic: occupation, education, 
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religion, race, income, and social class. 
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- Psychographic: lifestyle, attitudes, benefits 
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sought, loyalty. 
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- Geodemographic: combines many approaches 


St--1 il^U C-UaS 


to segmentation, and is based on postcode 


analysis. 
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Segmentation of businesses— three 
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categories: 
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- Size of firm. 




- Firm's formality of buying process. 




- Industry sector. 




Segmentation criteria— four elements: 




- Useful. 




- Size. 




- Measurable. 




- Accessible. 




Segmentation evaluation— market segments 
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need to be evaluated and rankded: 


^pLLall -?■■»■ 




.^raujH 


- Size of segment. 

- Profitability. 

- Growth prospect. 
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- Competitive pressure. 




- Fit with company objectives. 




Segmented pricing — Pricing that allows for 
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differences in customers, products and locations. 


t aj^K'iU djlaj^a Ls l\ oAJluwi jjc. ja-uill CjIsj^s (jj^i 


The differences in prices are not based on 




differences in costs. 




Selective attention — The tendency of people 
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to screen out most of the information to which 
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they are exposed. 




Selective demand — The demand for a given 
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brand of a product or service. 


i^l^ jl ^■'iU j^i'n.^iijU"i« v Jr. Ir. ( ill-.ll 



UUx 



Korsat.net 



UU* 



UUx 



Korsat.net 



UU* 



Selective distortion — The tendency of people 
to adapt information to personal meanings. 
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Selective distribution — The use of more than 
one, but less than all of the intermediaries that 
are willing to carry the company's products. 




Selective retention — The tendency of people 
to retain only part of the information to which 
they are exposed, usually information that 
supports their attitudes or beliefs. 
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Self-concept — Self-image, or the complex 
mental pictures that people have of themselves. 
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Self-service retailers — Retailers that provide 
few or no services to shoppers; shoppers 
perform their own locate-compare-select 
process. 
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Selling concept — The idea that consumers will 
not buy enough of the organisation's products 
unless the organisation undertakes a large-scale 
selling and promotion effort. 
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Selling methods— Direct (on-site), direct mail, 
telemarketing, E-commerce, wholesalers, agents, 
and retailers. 


. (lSJ^ ) 


Selling process — The steps that the 
salesperson follows when selling, which include 
prospecting and qualifying, pre-approach, 
approach, presentation and demonstration, 
handling objections, closing and follow-up. 
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Sense-of-mission marketing — A principle of 
enlightened marketing which holds that a 
company should define its mission in broad social 
terms rather than narrow product terms. 


l^'ill ,.ijl 4<j 'ill •> i.Wii .>i«l jl'll ..mil (Jij '.''ill J_J -M !•" (j •" P '•" 
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Sequential product development — A new- 
product development approach in which one 
company department works individually to 
complete its stage of the process before passing 
the new product along to the next department 
and stage. 


JLUaII l_lSUlaJl JJjLiill 
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Served market (target market) — The part of 
the qualified available market that the company 
decides to pursue. 



<Uji>..i j-i a£j_JJI 
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Service inseparability — A major characteristic 
of services - they are produced and consumed at 
the same time and cannot be separated from 
their providers, whether the providers are people 
or machines. 



Cj_3 Jl dlli ( _ s _3 lilifrj mi j 7U-JJ ( _ s _j]lj CjLaJ ail dlU ua a_&l J_^l 



Service intangibility — A major characteristic 
of services - they cannot be seen, tasted, felt, 
heard or smelt before they are bought. 






Service perishability — A major characteristic 
of services - they cannot be stored for later sale 
or use. 



-I '--"' - ■■! ol A-JJJ 1 ^ ''.'J*""' j-2-^J V i ^j-jil djLaAJJI jj ajl Lflj aJfcl .1^1 



Service variability — A major characteristic of 
services - their quality may vary greatly 
depending on who provides them and when, 
where and how. 



( _ 5 _lc uLiLuil o jjjii «U mjj L-jjJ «i "'^ dlLa^ ail i ' tl a , ^. -jfcl Ji_^| 



Service — Any activity or benefit that one party 
can offer to another which is essentially 
intangible and does not result in the ownership 
of anything. 



<L»JaJ| 



Services — Activities, benefits or satisfactions 
that are offered for sale. 



• jjU <j^ajja-aJI dllcUijaYI jl .ijljAll j\ A LjjjVI 



Service mix — in addition to the marketing mix 
i.e. the 4P's (product, place, price, promotion). 
The service mix elements are: people, process, 
physical evidence. 



i ?u_LaJ| \ (_-&j (jSjJ) mill JLjj— ail 4— *JjVI J^ uajadl j—JI <jl .^il 
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Shopping product — A consumer product that 
the customer, in the process of selection and 
purchase, characteristically compares with others 
on such bases as suitability, quality, price and 
style. 






*_-a t-lj mil j jl JJa V I 4_lLaC sljjl •■*"$" mflj 
t ^jq mil j t o^j_aJlj c 4_-ajjLaJI ; Lg-La ^^jlujI 
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Simultaneous product development — An 

approach to developing new products in which 
various company departments work closely 
together, overlapping the steps in the product 
development process to save time and increase 
effectiveness. 
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Single-source data systems — Electronic 
monitoring systems that link consumers' 
exposure to television advertising and promotion 
(measured using television meters) with what 
they buy in stores (measured using store 
checkout scanners). 



jjj>ill j j!lc2>U jj£J$j 
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Social classes — Relatively permanent and 
ordered divisions in a society whose members 
share similar values, interests and behaviours. 



aJ 3 ojl j_al - i "1 Sjj x ala a J_il J Lu uij 4_ 
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Societal marketing concept — The idea that 
the organisation should determine the needs, 
wants and interests of target markets and deliver 
the desired satisfactions more effectively and 
efficiently than competitors in a way that 
maintains or improves both the consumer's and 
society's well-being. 



<jC.bua.V1 Jj>*UI fjfi« 
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Societal marketing — A principle of 
enlightened marketing which holds that a 
company should make marketing decisions by 
considering consumers' wants, the company's 
requirements, consumers' long-run interests and 
society's long-run interests. 



<^Lua,VI Jj>uu11 

4£j_ui]l (e-JC ■ -1 7- J 4_jL i ^-° ' ujj uiail (jjj '"'ill (_JjLj-a (j-a IjL^a 
i (JjSI^IuiaII CAjc-jj jLjcVI ^jJ ii.VI _>JC- AjSjjjjjj djljljii JLkjl 
A-aVI (_5-ic. « ala a] 1 



u£L 



j jJJ3^ ' '■'"" djl-aLajAlj ( a£ j_iiill CjLillaiaj 

AjxjII 



Specialised industry — An industry where 
there are many opportunities for firms to create 
competitive advantages that are huge or give a 
high pay-off. 



_4jilc. Jul o£- ■ -lia 1 jl ■'^'^ 



Speciality product — A consumer product with 
unique characteristics or brand identification for 
which a significant group of buyers is willing to 
make a special purchase effort. 



t (_JjLaj j JJ aj jj (jj-^J jl «J-Jj3 i_>aj' ' ai J^J-£ ic^>*^ '"I 7^"-° 
^al_k ^ -^ U^J ^jjLjjI ^j-a d^jj-a-a ^ r J A ^ A L?*^ 4jC \II >^JJ t "^ a> J 
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Speciality store — A retail store that carries a 
narrow product line with a deep assortment 
within that line. 



A ,si,sik"»\\ ,-,\c\ \,si\\ jzIa 
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Stalemate industry — An industry that 
produces commodities and is characterised by a 
few opportunities to create competitive 
advantages, with each advantage being small. 



UjJI 
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Standardised marketing mix — An 

international marketing strategy for using 
basically the same product, advertising, 
distribution channels and other elements of the 
marketing mix in all the company's international 
markets. 
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Stars — High-growth, high-share businesses or 
products that often require heavy investment to 
finance their rapid growth. 
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Statistical demand analysis — A set of 

statistical procedures used to discover the most 
important real factors affecting sales and their 
relative influence; the most commonly analysed 
factors are prices, income, population and 
promotion. 


J ^lj»ll A (]• A A ^ l-i." luaII A iM i^-vNfl ["ilf Ij -v.Nfl jj ^ A r. j^i-v ^ 
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Status — The general esteem given to a role by 
society. 


La Jj.il • «2a all AaLxj (_jill al*]| aljli.Vlj JJ &1I 


Straight product extension — Marketing a 
product in a foreign market without any change. 


jlIIaI] ^uiUaSI ^uijjII 
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Straight re-buy — A business buying situation 
in which the buyer routinely reorders something 
without any modifications. 


.4j1c iIj^IjJixj 4jI 


Strapline — A slogan often used in conjunction 
with a brand's name, advertising and other 
promotions. 
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Strategic business unit (SBU) — A unit of the 
company that has a separate mission and 
objectives and that can be planned 
independently from other company businesses. 
An SBU can be a company division, a product 
line within a division, or sometimes a single 
product or brand. 


AaajjljluVI JUfrVI »J^J 
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Strategic control — Checking whether the 
company's basic strategy matches its 
opportunities and strengths. 


lal »'' j (j^aj-ill >—a 'A^jj^k A \ uLuiYI Aja^Sl jluiYl (JjjliaJ (j-a -l£lj]l 
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Strategic group — A group of firms in an 
industry following the same or a similar strategy. 
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Strategic plan — A plan that describes how a 
firm will adapt to take advantage of opportunities 
in its constantly changing environment, thereby 
maintaining a strategic fit between the firm's 
goals and capabilities and its changing market 
opportunities. 


4^aj|j 4_jjj (J_kL (j^aj-il! (J^LiiuiV <£^ui]l z!}\ jj ** JSjS ?lj^sjJ A <"•*■ 
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Style — A basic and distinctive mode of 
expression. 




Subculture — A group of people with shared 
value systems based on common life experiences 
and situations. 




Substantiality — The degree to which a market 
segment is sufficiently large or profitable. 


^S^l ^QaSU Lf ^l\ jjSil 


Supermarkets — Large, low-cost, low-margin, 
high-volume, self-service stores that carry a 
wide variety of food, laundry and household 
products. 


_4_1J jiajl dlLaJlLajlj ( (JJiht'I i"4 -.Ti* 


Superstore — A store around twice the size of a 
regular supermarket that carries a large 
assortment of routinely purchased food and non- 
food items and offers such services as dry 
cleaning, post offices, film developing, photo 
finishing, cheque cashing, petrol forecourts and 
self-service car-washing facilities. 


jjjijl J^iajl 
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Supplier search — The stage of the business 
buying process in which the buyer tries to find 
the best vendors. 




Supplier selection — The stage of the business 
buying process in which the buyer reviews 
proposals and selects a supplier or suppliers. 


^j a a 3 j 4 »^- 1 ] aJ {£& uLail .aj-SJ 1 g ,'*j t ^Ij-uijl 4 lLaC. ,—9 4_L^^yi 


Suppliers — Firms and individuals that provide 
the resources needed by the company and its 
competitors to produce goods and services. 
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Supplies and services — Industrial products 
that do not enter the finished product at all. 
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Survey research — The gathering of primary 
data by asking people questions about their 
knowledge, attitudes, preferences and buying 
behaviour. 




SWOT analysis — A framework for evaluating 
and understanding through internal audits the 
critical organisational strengths and weaknesses 
and matches them against the external 
opportunities and threats. 

The benefits of a SWOT Analysis are the internal 
identification and assessment of the 
organisation's behaviour. 


UJj — ui JjIsj 

lj v i -i. jj ^ A *.W\M .> 'ir. i i» i>.llj'Ajall Uai ~*l .. \ i'a" j ~?al jl UI 


Systems buying — Buying a packaged solution 
to a problem and without all the separate 
decisions involved. 


2Va-.„JI 


T 

Target costing — A technique to support pricing 
decisions, which starts with deciding a target 
cost for a new product and works back to 
designing the product. 


T 
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Target market — A set of buyers sharing 
common needs or characteristics that the 
company decides to serve. 




Target marketing — Directing a company's 
effort towards serving one or more groups of 
customers sharing common needs or 
characteristics. 




Tariff — A tax levied by a government against 
certain imported products. Tariffs are designed 
to raise revenue or to protect domestic firms. 


<jLs_a]l CJlSj^ill <jLaa.j otal jjVI SjLjj <aj»j]l 


Team selling — Using teams of people from 
sales, marketing, production, finance, technical 
support, and even upper management to service 
large, complex accounts. 




Technological environment — Forces that 
create new technologies, creating new product 
and market opportunities. 


<(.i5jl.i\I j^ijillj S.ll.wAI i"ll^"'i«ll j I'll.vio'll j<"n "11 i_5j'oll 


Telemarketing — Using the telephone to sell 
directly to consumers. 
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Territorial sales force structure — A sales 
force organisation that assigns each salesperson 
to an exclusive geographic territory in which that 
salesperson carries the company's full line. 
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Test marketing — The stage of new-product 
development where the product and marketing 
programme are tested in more realistic market 
settings. 




Third-party logistics (3PL) provider — An 

independent logistics provider that performs any 
or all of the functions required to get its client's 
product to market. 


JSli iuj| 4 n. M ^^I3) ujUaiiJI ajld 


Three Cs— 

- The company. 

- The customer. 

- The competition. 


competition 4-^li^l 'customer J^»JI ' company^^l 


Three levels of product- 
Core product: the basic benefit of a product. 
Actual product: physical features of a product. 
Augmented product: additional non-tangible 
benefits e.g. after-sale services, guarantees etc. 


; gnuN 4j5&I CJUj" i.nlt 

j a—uJI AjuLa CjUi^-k iJAa 4-w)j^la ^x AjaLj-ial ijljS ;< '^ i «a*ail gj Lall 


Time-series analysis — Breaking down past 
sales into their trend, cycle, season and erratic 
components, then recombining these 
components to produce a sales forecast. 
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Total costs — The sum of the fixed and variable 
costs for any given level of production. 


4 i ,,,i'ill J-JjxJI j i Jj_jjsJ|j t 4_iiaj]| j 4_jLa]| l_sJL£j]| 4_al£ ^La^J 


Total customer cost — The total of all the 
monetary, time, energy and psychic costs 
associated with a marketing offer. 
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Total customer value — The total of the entire 
product, services, personnel and image values 
that a buyer receives from a marketing offer. 
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Total market demand — The total volume of a 
product or service that would be bought by a 
defined consumer group in a defined geographic 
area in a defined time period in a defined 
marketing environment under a defined level and 
mix of industry marketing effort. 
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Total quality management (TQM) — 

Programmes designed to constantly improve the 
quality of products, services, and marketing 
processes. 




Trade (or retailer) promotion — Sales 
promotion designed to gain reseller support and 
to improve reseller selling efforts, including 
discounts, allowances, free goods, cooperative 
advertising, push money, and conventions and 
trade shows. 


(<J jaail jjj jl ) 9 jlaoll jujjj 
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Trade-in allowance — A price reduction given 
for turning in an old item when buying a new 
one. 


Aj.li, ^±\ pljj^ Ajc. -.j^a <■ Ll^a ajjujj (JjILq ^ajoiJl ^ ^ajfiAJ 


Transaction — A trade between two parties that 
involves at least two things of value, agreed- 
upon conditions, a time of agreement and a 
place of agreement. 




Trend — The long-term, underlying pattern of 
sales growth or decline resulting from basic 
changes in population, capital formation and 
technology. 


^AjJiSJlj (JIajI ^j-ulj dyj^ j o^- 1 -*"^ ^-^ ^ 4_jjujLwjV1 


Two-part pricing — A strategy for pricing 
services in which price is broken into a fixed fee 
plus a variable usage rate. 
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Under-positioning — A positioning error 
referring to failure to position a company, its 
product or brand. 


U 


Undifferentiated marketing — A market- 
coverage strategy in which a firm decides to 
ignore market segment differences and go after 
the whole market with one offer. 


_^a.l_o ^_ya\C- J-Ai. ^« 4_LaSu ^j^Qjoul c- ' J_9 ,- ' ^ " J CJ3_? J * U ^ 


Uniform delivered pricing — A geographic 
pricing strategy in which the company charges 
the same price plus freight to all customers, 
regardless of their location. 
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Unique selling proposition (USP) — The 

unique product benefit that a firm aggressively 
promotes in a consistent manner to its target 
market. The benefit usually reflects functional 
superiority: best quality, best services, lowest 
price, most advanced technology. 




Unsought product — A consumer product that 
the consumer either does not know about or 
knows about but does not normally think of 
buying. 


V <i£]j <ic. cJ-a*j OJ-^ ^ j' ^-^ ^^ ,i ''^"'"' rt '^ pb^ ^^^c"'"'^ ^-^ 


User — The person who consumes or uses a 
product or service. 




Users — Members of the organisation who will 
use the product or service; users often initiate 
the buying proposal and help define product 
specifications. 


,?ELiLa]l CjUt^il^Q -^J-^J ^3 *lg_wVl J cl^iijl <jJa^)C. xj-ia_jj e^lc. 
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Value analysis — An approach to cost reduction 
in which components are studied carefully to 
determine whether they can be redesigned, 
standardised or made by less costly methods of 
production. 


V 


Value chain — A major tool for identifying ways 
to create more customer value. 




Value delivery network — A network made up 
of the company, suppliers, distributors and 
customers who 'partner' with each other to 
improve the performance of the entire system. 




Value marketing — A principle of enlightened 
marketing which holds that a company should 
put most of its resources into value-building 
marketing investments. 


fljVl JjJ^uull 


Value positioning — A range of positioning 
alternatives based on the value an offering 
delivers and its price. 




Value pricing — Offering just the right 
combination of quality and good service at a fair 
price. 


^ njq^l JJT. hMI 
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Value-based pricing — Setting price based on 
buyers' perceptions of product values rather than 
on cost. 
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Variable costs — Costs that vary directly with 
the level of production. 




Variety-seeking buying behaviour — 

Consumer buying behaviour in situations 
characterised by low consumer involvement, but 
significant perceived brand differences. 


p jjjJI t 3 c diiLJl flj*i!l SjL* 


Vertical marketing system (VMS) — A 

distribution channel structure in which producers, 
wholesalers and retailers act as a unified system. 
One channel member owns the others, has 
contracts with them, or has so much power that 
they all cooperate. 
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Viral marketing — The Internet version of 
word-of-mouth marketing - e-mail messages or 
other marketing events that are so infectious 
that customers will want to pass them on to 
friends. 


(JjLwj j CIiJ^jjjVI ^jjj^)^ ^jc- aJJ 4jjJaAaJl ** ai£jl ^)JC. ^jjjjjuuJl ^j-a 4_a-wij 


Volume industry — An industry characterised 
by few opportunities to create competitive 
advantages, but each advantage is huge and 
gives a high pay-off. 


. JJJ^ ^jl*J 1 g 3ia j <* al ■«■ i laJ 3 Uoljl_)-a ^j-g ^3* 


w 

Wants — The form human needs take as they 
are shaped by culture and individual 
personalities. 


W 

5 I jl .^^11 4 'mil I j.5jS*t.^.1 ,„^ i.ijl ,,,'Afl I'll ir-.jll „■* ijj ill J< .'II 

A Ojoll ""il '. ~-i .'Hj 


Warehouse club (wholesale club, 
membership warehouse) — Off-price retailer 
that sells a limited selection of brand-name 
grocery items, appliances, clothing and a 
hodgepodge of other goods at deep discounts to 
members who pay annual membership fees. 


AjJiiatJl ilil j ,jJULaJlj i 41asJ1 J XjJI j jU t ^JLi-aJl ^ jU 
Xjl ja a AjS^lfrJ ■■'! C-fll'l >.-il A-JJJ fJ-SJ jIa-jojVI ^j'*~ fta a <j^aJi *-jj (J-a«a 
^j-A A LS u2 j <j^i_j!^-a]lj e_)_g_^Vl tjo iVnj 4_jjl_aJj]l Cjl—<i^l*jl ^j-a o^a a j 
■aj_ju>jj * ^^ tJ_jlLa pi i lac -^ ' dj Jj£ dlLaj i ^ 3 a^_aj ^^j_kVl *' mil 


Web communities — Websites upon which 
members can congregate online and exchange 
views on issues of common interest. 


AjSjjSJuI 4^uiil CllC- ja-) a 
j_l^ ^IjVI ^jjJ^ljJJj dJjjjVI (^5-lc- P-l ■ «a&VI L^ja x-AiJj <_ljjjj£]1 ,*-a1j-a 

u£j j"l ui o aUuftl C3U ^J>fnl j^a 


Webcasting (push programming) — The 

automatic downloading of customised 
information of interest to recipients' PCs, 
affording an attractive channel for delivering 
Internet advertising or other information content. 


dujaJVI <lkwljj fiLsxil jij ^-s'-JjJ 
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Wheel of retailing — A concept of retailing 
which states that new types of retailer usually 
begin as low-margin, low-price, low-status 
operations, but later evolve into higher-priced, 
higher-service operations, eventually becoming 
like the conventional retailers they replaced. 


CjLjlac. a a a J-&1 j \jx-lm ^-ic-1 •*".' ■ aji La^V j j la32 La ^jlc-^jju) 1 g iaij 
"11 4 ulaJI 2 'ij^'ll «jl aj J"i^ i il U/ill 4 ilj'i (ti . ^."1 1 jjj 5 <AaJI 




Wholesaler — A firm engaged primarily in 
selling goods and services to those buying for 
resale or business use. 


4-UaJl jjb 

^jjAJI tLLlJjl *--a UjUiA^jl j QUI .till *_1J ^_3 ^joiIjujI (J^iVil ^><il*JJ 4_^^)^ 


Wholesaler-sponsored voluntary chains — 

Voluntary chains of independent retailers 
organised by the wholesaler to help them 
compete with large chain organisations. 


4laa.il jlaj J^a ^LajeAaJl AjCjiiUl J^u5L-JI 
^ LaaJl jLaJJ ^ g '" LJ^^ ' " a ^3^ J^ aJij (4-jjLiiih 4_jc. jlaj (Jjaj^^jai 


Wildcat 

a business with a high level of opportunity and a 
high level of threat. 


.^laJI (_J jiowJl Cllli _jJala "11 tiLli£j (_>aji]l lilllaj 4jjLaj olilia 


Word-of-mouth influence — Personal 
communication about a product between target 
buyers and neighbours, friends, family members 
and associates. 


_j'^j Ja lla ^Jjfl S^J i - ail ^JjSj^iL ■' ail _jjj La JJ^J z^lu-a U_^ ■ ^^ -' J ■ a3l 

*!1« j]| j <liUJI Jljilj pLsa^iVI j 


Workload approach — An approach to setting 
sales force size, whereby the company groups 
accounts into different size classes and then 
determines how many salespeople are needed to 
call on them the desired number of times. 


C-lU ir^ a i rVi dUa t A— Li!! (^jjiLj-a ) ^> C-3 JlJLC J * a a JU-iaj] ^-Jjluli 

• jjjj ^Ali^-Q .3Jlc llaj ajj ^ ftjja a <JAaa CliLja ^^Jl 4_^^mi]1 Ol&^aa a 


X 




Yuppie 

commonly used term to describe a lifestyle-based 
market segment consisting of "young, urban 
professionals". 


Y 
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Zone pricing — A geographic pricing strategy in 
which the company sets up two or more zones. 
All customers within a zone pay the same total 
price; the more distant the zone, the higher the 
price. 



^jjjjal^ji^ ^jjjaJaxa ^j-ujj^Uj <£^j^i]I jajij Cilia. 4_$a1^)i_a. jjJLwij 4jjaj1^2uiI 

<joiij jsujf* JLa^l «i^j oAal jjl <iLia]l (Jib p!>UuiJI ajL '''';-> Jj£l jl 
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Personal Sellingt^a^Jl jjJI 
^J 4jjjiJl CJVL-ajVI JiU (> U a\ai*. jl 4*iuu flj«y *}U*Jl pUalj jLi) l^JLui (> tJl! dlf IjaVI l)& SjLe jA 

) ( )dl^lwu»jt (^ jIulaMj (&M^ J^j) £-M' (lW 4jjLu AalaC 

Marketingji*^ 

Uajj ^liuaJI ^ jSJLoil ^1 ji ^Lj-Jil i^ljlmull ^j) tuIaM £>-« ilaU^aJlj xluJI 4a jj ( _ 5 oil p jj-uuJI AiaAJi Liuj jA 

( ) ,£jjAaJ| cilAfci JjjWi (_«^JJ f^LaxJl CjL>U £UuiI 

Promotion^jjj^l 

£j_dl : j!>Lk ^ djj Jj±ijjtAxlui]| »A$J J±i jj^lgliiift t_ii^J jj^lglniftti liljluu ^ji jjjxj JjIJl^V ^JjAiaJl Jj^Jl Jl«J 

Market Segmentationjj^l <****& 

/ xlui /J) (jj^H^j (jjJJI (jj^lgli Hftti ji ^jjjld m Jl (jjiLuii ,_!& A~* i?ilj ljI& j ii^ ii ,J| (jjjJI *UJ-vj ji /> j i iiVi A \\nC' jA 

Q^jIUaLj illl^Ul^Lj x li U J (Jjlfr jft^ ft ,Jj (jj^lg'lHIftti ( fljUrVi /yJX-AJ i ( »\"\^ ft ^ySjjAJj SjJ-4 j I 4iilx^ tliLaik 

( ) .4 alia ft CJUSjl-uj 
Price Discrimination jl**-Vl joj Jj^I 

Price J*- 1 -^ ^lj. ^ ilSa ft jbu-ub AiuaiLdl (jljj-uVI (>« J-iC ^ <Lui&j tluaJI £jj ( _ r lfr (jgy*^) Jjj-^l »j^2 
. ,_5 ja! tliLJaia Igt jjjfl La 4_a±k ji 4aIuJ <jjJ-JI jilui ^ jJu ji J±xj 4-JaLa Leader 

Price j**^l 

( ) . ^Lu) J^Aa ji J^ai jl 4_a.ll jl 4a1uu S-a jJ 4j.ia_Jl 4 .aj^l jA 

Market Jj**JI 

^j| lgj-\ nft ^» 4_a±iJl ji 4a1uJ| JlilJI jljij AJfr TtLL 4 nt ft Jajj-uu (Jjx-« <jl-va ^ 4jaAJI £* Q^aLkJul JcL4j jA 

Public Relation ^>>*JI «iUbWl 

(Jjjj 1 g ijj AaoIa 4 ftjlni CJlS^lc >jfr Jjj fLL ^3 tij-^i al.ni'tft ^i ji A^ajSa. j\ AJ^a ji AjjA ji Jlajl ji AfrLLua ^i laLuu 
4tij-\ ftti uijjJaJl i_Luia lg*il i ill j i ii Jj^j ^ySJ >lc A^,jj jjg ft-\ti ji 4 (Jja&LuwjJI ji (jjila ja!I ji f %*xl\ jj^ o-\1l ^ 43 

/ \ » i>'-\ i>U <LuiLbuJl a JA r j-uij l^j 

Branding ^jjl^l ^>^*J> 

<t«JAJ La (jfr iJjL (j» *La^aJI UJLa^aJl ji xluJl JJ^«J L^SJA t bu. ft A L|_L« *Lu£jj ji j^j ji SjLuil ji «Iiiua-a ji >uil 

( ). UJJ^^' jj*-iLLJl 

^h^ Korsat.net ^^ 
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Price-Elasticity of Demand v^ 4jj*" 4Jj>» 

Price-Elasticity of Supply u^j*^ 4jjx« ^J>» 

Marketing mix tAj>-^l £L>^ 

J£ ^|j < ^Ijlniull LJbfr jj LJU.U. ^Lu) lJJ^j Aaijj^ull SjIjVI L^j-ujUj <_^jJI CJUlaxStj UJLuiLuJlj JakkJI <c j^>« 

Ultimate Consumer jj^Vi difWJI 

{ \ AjjajjI J|j2| JLwlLuiI ji ii1^hi1| AJLaxLuiV ilaU^aJl ji fc lwJt ^IjaIj ajjjj <j^j jA 

Industrial Buyer user <j*U*^l >^1m < iti 
Social survey ^Lw^VI £**aJI 

<_a£jj>J| ,Jfr iji^n jkj l4 n* ft 4jjj ji A£-La^ ji ,^1 <\"-\\ ^Uaii qAIjJI A-^jJI jjiutlj JjWlj JJJ&^ ^Lalaia 4jjLx^> 

Marketing concept J*ij^\ fM^ 

( ) . <_,JuJl ^jgSrtti <Q^^aj ^UuVI ^jflS^l 4-l^>« J*J ' lSJ^VI J^' U* Jfc!J***M JJ^ J^'j"* U- 4 4jJIj]! *Q^aJ1 

Place u^l 

^ftlj^ll J%*J 4xlu J l Mtjjti t-iuia ^ta^'niftti JaliaJI »JA ■^■^-'J «U1a^ Ajxjjjj »fli£ jJ^ij djK nuti i_ijj^aj ji 

/ \ Axiuill »La 'ijjJjt AjJ^jJI SjLaJij 

Product £uaJI 

j\ 4a1uu : (j^J .iS rtHailj 4 (JjSI^IuuiJI UJbfrjj CJLkLk pUJuV fAiSi" AMuiWj Ajfr j^iaj-aJl AjjLaJl LJlLuail <j* tljU 

(). ^Ji 

Organization ^ ^iol t 

( ).i|j' J ' <*J^ J^-" cf^ **^*iuil« ji »JJxla AjjIjI jJJbjlui. ft 
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4& ^XXA AiJAj flrliMJ ^J^^jJ^^^d 



Personalization 


jj^iw^iViU 


Click through 


(jjaiLajl A AaJlm) (_gj2m..n 


Click stream 


^jjm\ &M 


Cost per action (CPA) 


J*ill (JjULo a ojSII 


Cost per 1000 impression 


o^a 1 000 C^J*^ 1 (Jj^> * ojSIl 


U-Pon 


CiijliV! CjUjjj£ 


Shouting 


ojjj£ L-Sj^pj (JjLai^Jjl (J-aJ 4_Aj£ 


Flame 


Ajij^ajl j 0jLia]l ^j^^jjl 


Customization 


*L^H 


Platform 


joalj^jj 


Anonomyzers 


j^in^i-\'ill ~.V-- 


Proactive 


Jftli 


B2B business to business 


JLa&Vl <JJJ 


B2C business to consumers 


/jtM^'im.nUj (Jl ^r--VI L."*tl ,a.1*Va jjn 


In bound 


jOjtjIt 


Off- line 


reiJilll 


On -line 


tllJjjjVI ^ylc 


Generic marketing concept 


X-ui^<aj) (AJ ajqili) ~j* 8 ■" 


Odd even price 


t£^l£ J*JOl 


Impulse goods 


j'""> jiNa*i £j «.\i j 1 iU.-n.\ (jjj'i.'"''i *'■« 


Depreciations 


i'KN^1,,J 


Persuasive 


^USI 


Augmented product 


i el , ^/>\1 teILo]) 


Fluid marketing 


(j VA41 (J^jjoliSI 


Self actualization 


Clilill (Jjiaj 


Marketing myopia 


^jjLjjoUjt ^)iajjl Jj>^a3 


Trading up / trading down 


p JJjuIajI <Jt-ajalJ (Jjjjjt / /*-3 J 


New marketing landscape 


(JjjoJI ^ oAj^aJI diljjiiiji 


Falling demand / latent demand 


4rU *l j^V gr^l < ,\U1 / w;Jl, ,\U1 


Drop decision 


jtlLaJt L_aia. jlj3 


Approaching customers 


*!>L*JIj JL^V! 
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Cold canvassing 


AjjUiil Cj^liali 


Leads 


*■$■"»■ J*" i"iljl l ..a" l i. V 1 


Approval cycle 


cASal »*]) ojj-i 


Salesmanship 


5^' OP 


Hardcore/ softcore customer 


rVj" l «' i '^-> J'^ r - / r-Vj" ■'> ,v '* J'^ r - 


Generating ideas 


jl£a^l jjj^i j ^ jL 


Commercialization 


LjLaJ 4*luijl ^"^)ia 


Mass marketing 


(_>aLaiji (jjjjjailjt 


Operational information 


AjJuijj CllLajLt^a 


Appeals 


A^jj^lci CllljJj^a 


Product recall 


j.v^mu \l -w'i'i^il 'Ailr--! i «* ijVi 


Offset 


*i JLa JJC- 


Flip charts 


4£j^l<JI CjU.jl]i 


Living standard 


A-ULlT-Ajl (_g J)1 i I'O 
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